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Media Awareness of Media Manipulation:

The Use of the Term "Spin Doctor”

The widespread use of terms such as "spin doctor,” "sound
bite,” and "photo opportunity” in newspapers, magazines, and
broadcast media indicates a growing tendency for the mass media to
report and comment on how the mass media work. These phrases
point out, to some extent, the "behind the scenes” structure, power,
and operations of the media — and, in particular, how other agencies
in society try to manipulate the media. Use of all three terms
suggests a new level of awareness and acknowledgment within the
press of attempts to manipulate the press.

These terms reflect in part the struggle by sources of the news
to determine the frames that will be used in news stories — the
organizing structures that determine how events will be looked at
and interpreted.! This struggle is typically out of sight of the public,
and this is what makes it particularly important for the news media
to bring attenticn to it — if only through the catch phrases of spin
doctor, sound bite, and photo opportunity.

Turow has complained that researchers have virtually ignored
the role of public relations in structuring everyday news about
governments, corporations, and the shifting fashions of life.2 While
researchers have paid a great deal of attention to the process of
sensemaking by journalists when they "construct” the news, as

Turow notes, they have not paid as much attention to how sources




2
with vested interests contribute to this process of constructing the
news.

This study focuses on mass media use of the term "spin doctor”
as an outcropping of this tendency for the mass media to draw
attention to, and comment on, behind-the-scene efforts to
manipulate media content.

The purpose of this study is to look at how the spin doctors,
whn are attempting to set the news frames for other issues, are
themselves framed by the mass media. The study examines the
ways the term "spin doctor” has been used in the mass media (since
its first appearance in 1984). Who uses the term? How do they use
it? Who is involved in spin control? To what extent is the press
involved in pointing out its own manipulation when it uses the term

spin control?

Background on the Term

Spin doctors engage in spin control. Spin control is the process
of providing certain interpretation.s of events in the hopes that
journalists will use thel_n and the public will accept them. Itisa
technique for manipulating the media to get across certain slants on
issues or events. In many ways, spin control is a synonym for media
manipulation and spin doctor is a synonym for media manipulator.

The term was apparently first used in an editorial in The New
York Times on Oct. 21, 1984, commenting on the Reagan-Mondale
televised debates.3 The spin doctors referred to were senior advisers
to the candidates who appear in the press room after a debate to

express opinions to reporters about how the candidates did. The




term was largely used in a pejorative way. The thrust of the
editorial was that the media are resistant to the effects of the spin
doctors. One of the goals of the present study will be to see how this

usage might'hav'e changed over time.

Related Studies

The extent of public relations influence on news content is
indicated by Blyskal and Blyskal, who estimate that half of a
newspaper's contenfs is initiated by a press release or by a PR
practitioner giving a story tip to a journalist.# Similarly, Turk found
that about half of the news releases and informational handouts
provided by six state agencies in Louisiana were used by
newspapers.> She also discovered that the agendas of issues in
newspaper stories which used information from state agencies
reflected the issue agendas and priorities of those agencies.'

As noted above, Turow has called for more research on "the
influence of the public relations industry on the news process."®
Turow suggested that researchers interested in journalistic thinking
need to look more at "how the multileveled work of public relations
practitioners affects reporters' constructions of reality."? Turow also
emphasized "the importance of encouraging journalists and other
media practitioners to make audiences aware of the PR agendas and
vested interests that may lie behind media works and sources."$

Bishop conducted a study that provides some information on
the prevalence of discussion of public relations activities in the
press.? He conducted a search for PR-related terms in 16,000 news

stories in thiee daily newspapers by using the DataTimes database.
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He found no mentions of the terms public relations, press relations,
public information, government information, or press officer. The
term PR occurred only three times. This study would suggest some
reluctance o'n~ th'e-' part of newspapers to report on the public

relations industry, a major influence on the content of news.

Research Questions

This study attempted to investigate the following research
questions:
1. What is the frequency of use of the term "spin doctor" over time?
2. Who uses the term "spin doctor" — journalists or their news
sources? |
3. How is it used — pejoratively or no'n-pejoratively?
4. Does the type of statement made about "spin doctors" — pejorative
or non-pejorative — vary by kind of news?
5. Has the type of statement made about "spin doctors" — pejorative
or non-pejorative — changed over time?
6. Have the activities referred to as spin doctoring changed over
time?
7. Does the type of statement made about "spin doctors" — pejorative

or non-pejorative — vary by kind of article?

Method
The research questions were answered through a content
analysis using the Nexis file of the Lexis/Nexis information service.
First, the Nexis CURRNT and ARCHIV files were searched on the
term "spin doctor" for the years 1982 through 1992 to find the

=]




5
frequency of use of the phrase by year. The earliest use of the term
"spin doctor" appeared to be in 1984. Only a few articles appeared
using the term, before 1988. To answer the remaining research
questions, a‘étfaifiﬁed random sample of 100 articles was drawn with
20 articles from each of five years — 1988, 1989, 1990, 1991, and
1992. Duplicate articles or articles referr.ng to the musical group
"The Spin Doctors" or the prospective television show "The Spin
Doctors" were replaced with another random selection.

Some articles used the phrase "spin doctor" more than once. In
that case, one of the mentions of "spin doctor" from each article was
randomly selected to be included in the sample.

The sample of 100 mentions of the term "spin doctor" was
coded according to the following variables:

1. Source: the journalist himself or herself or a quoted news
source.

2. Type of news source (if a quoted news source): government
source; politician; business person; university professor or academic
source; author, writer or thinker not university-affiliated.

3. Kind of medium or publication: newspaper, magazine, wire
service, CNN, MacNeil-Lehrer, network newscast (ABC, CBS, NBC).

4. Kind of article: news story or feature, editorial or opinion

column, other.

5. Kind of statement made about "spin doctor": pejorative, not
pejorative.

6. Attitude toward spin doctors expressed in the statement:
positive, neutral, negative.
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7. Type of activity by spin doctor: spin doctor appears before
media (in press conference, on television interview show, etc.); spin
doctor talks to.journalists in person but behind the scenes (visiting
press room, étc.); can't tell.

8. Context: presidential election campaign, some other election
campaign, not an election.

9. Category of news: politics and government, war and defense,
economic activity, crime, public moral problems, public health and
welfare, accidents and disasters, science and invention, education and
classic arts, popular amusements, human interest, other.10

A pilot test (on a separate sample of 20 articles) was conducted
to evaluate the variables and categories — particularly type of news
source, type of news content, and kind of statement made about
"spin doctor." Minor changes were made in some categories on the
basis of this pilot test.

After the categories had been refined, a reliability check was
conducted on another separate sample of 20 articles. Two coders
working separately coded the 20 articles on the nine variables.
Average agreement between the coders for the nine variables was
85%.11

Data were examined primarily with frequency analysis and
crosstabulations. The Chi square test and the Peai'son correlation

coefficient were used to look for statistical association.




Results

Frequency of occurrence of the phrase "spin doctor" by year is
presented in Figure 1. The growth in the use of the term is striking,
with 1,553 a}ticies appearing in 1992.

The term "spin doctor" was used by journalists themselves
much more than by news sources, with 85% of the occurrences
coming from journalists (see Table 1).

Most of the occurrences were in news stories or features (64%)
rather than editorials or opinicn columns (29%).

Statements about spin doctors were slightly more likely to be
not pejorative (54%) than pejorative (46%). They were similarly
slightly more likely to be neutral (53%) rather than negative (46%) or
positive (1%).

The term was used 1% of the time to refer to an appearance by
a spin doctor before the media, and 8% of the time to refer to a spin
doctor talking to a journalist behind the scene. It was most likely to
be used in such a way that no particular activity was referred to
(91% of the time}.

The most common context for use of the term was a non-
election context (61% of the time). The term was used 23% of the
time in the context of a presidential election and 16% of the time in
some other election.

The most common category of news for use of the term was
"politics and government" (with 59% of the mentions). The second

most common news category was "economic activity" (with 10% of

the mentions).
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Whether the reference to the term "spin doctor;' was pejorative
or not was related to news category, with statements about spin
doctors in stories dealing with politics and government most likely to
be pejorativé', v;/hile statements in stories dealing with economic
activity were.most likely to be non-pejorative (see Table 2).

Looking at whether references to the term "spin doctor" were
pejorative or not by year showed that they were most pejorative in
1989 (when 70% were pejorative), and that they grew increasingly

less pejorative with each succeeding year until 1992 (when 25%

were pejorative) (see Table 3).

An examination of the activities of spin doctors by year showed
a steady decrease in references to specific activities such as speaking
directly before the media or speaking to journalists behind the
scenes and a steady increase in general statements where no specific

activity was mentioned (see Table 4).

Whether statements about spin doctors were pejorative or not
was related to the kind of article, with 38% of the news stories or
features containing pejorative references, while 66% of the editorials
or opinion columns contained pejorative references (see Table 5).

Whether statements about spin doctors were pejorative or not

was also related to the source of the statement, with 41% of the

statements by journalists being pejorative, while 73% of the

statements by news sources were pejorative (see Table 6).

11




Summary and Conclusions

The growth in the use of the term "spin doctor" over recent
years has been dramatic. The Nexis search conducted in this study
revealed 1,553 articles using the term in 1992.

These findings contrast with those of Bishop, who did not find
many occurrences of public relations terms in newspapers. If the
term "spin doctor" is considered to be related to public relations,
there would seem to be a lot of attention to public relations in the
mass media.

But how was the term used? This study indicates that from
1989 on, the term "spin doctor" was used less and less frequently in
a pejorative way. Over the five-year period of the study, the term
was also used in a less and less specific way. It tended not to refer
to specific activities, but a generalized kind of "media manipulation.”

If the media are disclosing their own manipulation by news
sources by using the term "spin doctor," they appear to be doing it in
an increasingly "toothless" way. A term that may have started out
having some bite has become increasingly generalized in its meaning
(until it has become a cliché) and less strong in its sense of
disapproval.!2 This study suggests that "spin doctor" is being used
by the media mostly as a "non-disapproving" term for media
manipulation. Rather than pointing the finger at media
manipulation, as the term did when it was first used, the effect has
become one of trivializing media manipulation.

The initial meaning of the phrase "spin docter” was someone
from the presidential campaign who walks into press rooms and tries

to tell reporters what to emphasize in their stories. Accounts from

12
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the last presidential election campaign suggest that, if anything, the
activities of the spin doctors have intensified. One report states that
the Bush- Quayle campaign had 12 spin doctors at the 1992 vice
presidential debate while the Perot-Stockdale and Clinton-Gore
campaigns had 16 each.!3 Sources with vested interests are no
longer just supplying information, they are attempting to stand
behind the reporter at the typewriter and determine the way the
story is going to be written.

In essence, this study indicates that journalists may be
becoming more and more accepting of spin doctors. This is
disturbing when you think about what spin doctors do. Essentially
they try to determine the slant, angle, or frame that will be used in
news reports. That wouid seem to be the job of the journalist and
not a source with a vested interest.

One implication of this study for journalists is that they should
recommit themselves to revealing spin doctors in the original sense
of the term — that is, they should strive to point out news source
attempts to influence the newsmaking process. In addition, they
should become less dependent on these same spin doctors, and
develop the ability to interpret complex events such as presidential
debates for themselves and without the guidance of the spinners.

One implication for media researchers is that research dealing
with such news-related topics as newsmaking and objectivity needs
to acknowledge the significant role in newsmaking played by spin
doctors and other sources with vested interests. It is popular now to
criticize journalism for not being objective because the individual

journalist cannot get rid of his or her subjectivity. But these

13
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criticisms may pale into insignificance when one considers the
conscious and often successful efforts by spin doctors and others to

shape the news to express their points of view.

14
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Figure 1

Stories Using the Term "Spin Doctor" by Year
(From the CURRNT and ARCHIV Files in Nexis)
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Table 1
Characteristics of Statements About Spin Doctors

. Percentage
Source of Statement
Journalist 85
News Source 15
Kind of Medium
Newspaper 64
Magazine 21
Wire Service 11
Cable News Network 1
Other 3
Kind of Article
News Story or Feature 64
Editorial or Opinion Column 29
Other 7
Kind of Statement
Pejorative 46
Not Pejorative 54
Attitude Toward Spin Doctors
Positive 1
Neutral 53
Negative 46
Activity of Spin Doctor
Appears Before Media 1
Talks to Journalists Behind Scenes 8
Can't Tell 91
Context of Statement
Presidential Election 23
Other Ejection 16
Not an Election 61
Category of News
Politics and government 59
War and Defense 3
Economic Activity 10
Crime 1
Public Moral Problems 4
Accidents and Disasters 1
Science and Invention 2
Popular Amusements 8
Human Interest 3
Other 9

1H




Table 2
Kind of Statement About Spin Doctors by News Category

R Politics and Economic
Lo Government Activity Other
Pejorative 58% 30% 29%
Not Pejorative - 42 70 71
| 100% 100% 100%

Chisquare =7.83,df=2,p<.05

Table 3
Kind of Statement About Spin Doctor By Year
1988 1989 1990 1991 1992

Pejorative 45% 70% 50% 40% 25%
Not Pejorative 55 30 50 60 75
100% 100% 100% 100% 100%

Pearsonr=.20, p<.05

Table 4
Activity of Spin Doctors by Year

1988 1989 1890 1991 1992

Before Media or
Behind Scenes 20% 15% 5% 5%
Can't Tell 80 85 95 95 100

100% 100% 100% 100% 100%

Pearsonr= .25, p<.05




Table 5

Kind of Statement About Spin Doctors by Kind of Article

. Editorial
T News Story Or Opinion
4 Or Feature Column Other
Pejorative X 38% 66% 43%
Not Pejorative 62 34 57
100% 100% 100%

Chisquare =6.34,df =2, p<.05

Table 6

Kind of Statement About Spin Doctors by Source

Journalist goe‘grsce
Pejorative 41% 73%
Not Pejorative 59 27
100% 100%

Chisquare =5.31,df=1,p<.05

18
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Counterprogramming Strategy

2

Abstract
A common assumption in the TV industry is that, "Where there's sweeps, there's sure tc
be sex." This study tested that assumption by conducting a content analysis of sexual
behaviors in ABC, Fox and NBC prime time programs during the February 1992 sweeps
period, when CBS was carrying the Winter Olympics. The random sample consisted of
19 evenings (56-hours of programs). The three networks carried 12.10 sexual
behaviors per hour during the sweeps period, up slightly from 11.99 per hour during a
fall 1991 non-sweeps period. An additional 5.04 sexual behaviors per hour were

presented in the promos for prime time programs. Unmarried sex was the predominant

type of sex, and disapprovals of unmarried sex were rare. Pregnancy, AIDS, and other
STDS were seldom shown or mentioned. Correlations between sexual behaviors and
ratings produced either non-significant or negative results. The study concluded that
where there's sweeps, there may or may not be more sex, depending on which network
one is analyzing. ABC cut its number of sexual behaviors per hour by almost half, while

Fox more than doubled its rate per hour.

o)
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Network TV Sex as a Counterprogramming Strategy

During a Sweeps Period: An Analysis of Content and Ratings

A common assumption in the TV industry is that, "Where there's sweeps, there's
sure to be sex,"! and February 1992 provided a special opportunity to test this
assumption. While February is traditionally a sweeps month when networks vie for
maximum~viewership, February 1992 was special in that CBS also carried 16 evenings
of the Winter Olympics. Thus, ABC, Fox and NBC had every incentive to increase their
levels of séxual content as one means of counterprogramming against the Olympics
during this crucial ratings period.

"Counterprogramming is a basic strategy in which programs are scheduled to
attract a target audience not being served by competitors' programs in a given daypart."2
Traditionally, the key to counterprogramming has been to select a target audience
segment least interested in a dominant program lineup and offer programming with a
strong appeal to this segment. However, since the Olympics generally attract both a
large and diverse audience, including non-television viewers who tune in just for the
Olympic events, potential segmentation becomes difficuit.

Because the United States is experiencing unprecedented epidemics of AIDS and
other sexually transmitted diseases (STDs), the subject of network TV portrayals of sex
in programs, and the use of sex as a promotional device, takes on both scholarly and
public health policy importance. An official task force of the American Psychological
Association stated, "In this area [sex on commercial television], as in others, ongoing
content analyses are needed."3 From the public health perspective, the former
Secretary of Health and Human Services said, "Today, | call upon the media to turn down
the volume on irresponsible sex . . . . Too many of our youth are being raised by a TV

nanny that glorifies casual sex . . . ."4
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This study had four purposes: (1) to conduct one of the on-going content "a'nalyses
called for by the American Psychological Association task force; (2) to measure the
extent to which ABC, Fox and NBC used sex as a counterprogramming strategy in
programs and promos against CBS during the 1992 Winter Olympics; (3) to measure
the frequency with which the networks indicated any disapproval of unmarried
intercourse, whether for public healtﬁ, moral, or other reasons---something which
apparently no other published content analysis has measured in this way before;S and
(4) to measure the effects of sex as a promotional device upon actual program ratings.

The study of TV portrayals of sex has been of interest to communication scholars
for at least a half decade before AIDS entered the picture,b with the most influential
early communication journal article being that of Franzblau, Sprafkin and Rubinstein.?
Subsequent content analyses have measured the frequencies and types of sexual behaviors
on prime time Tv8 as well as daytime soap operas.®

Two different analyses of TV Guide program advertisements have demonstrated
that the networks have definitely used sex as "bait" to attract viewers.!0 Lowry and
Shidler!! were apparently the first to analyze the sexual content of network TV
programs and on-air TV prombs within a single study. They found 9.66 sexual
behaviors per hour in the fall 1991 programs (down from 10.94 in 1987) and 5.9
sexual behaviors per hour in the promos. If the average amount of promo material per
hour (one minute and 45 seconds) had been adjusted to the average length of |.iogram
material per hour (45 minutes and 30 seconds), then, the networks were presenting
sexual behaviors in the promos at a rate more than 16 times higher per adjusted hour
than in the programs.12 Therefore, the evidence from three different empirical studies
has indicated that the commercial TV networks have been using sex as one of their major

viewer enticements.
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The overall numbers of sexual behaviors per hour do not tell the complete story,
however, and éome additional context is needed. This country is in the midst of a well-
known AIDS epidemic. Unknown to most people, though, is that the United States is also
experiencing epidemics of other STDs, such as chlamydia (4 million cases per year),
ghonorrhea (1.4 million cases per year), and genital warts (1 million cases per
year).13 All TV content analyses to date that have included marital status as one of their
variables have reported that the vast majority of sexual behaviors on prime time as well
as daytime network TV occur between unmarried partners.!4 At the same time that the
networks have been depicting high levels of sex between unmarried partners, they have
been slow to inform viewers of the possible consequences of unmarried sex--i.e.,
unwanted pregnancies, AIDS, and other STDs.

Network TV portrayals of sexual behaviors have been of concern to more than
just a handful of communication scholars and the Secretary of Heaith and Human
Services. The Planned Parenthood Federation of America has accused the networks of
". .. putting out an unbalanced view [about sex]} which is causing morg provlems for °
teenaygers and society."15 A 1992 Gallup survey of 1,003 adults reported that 24%
were offend'ed by sexual §uggestiveness on TV (an increase of 5% since 1991), and 81%
said that they sometimes change channels or turn off their sets because of offensive
programming.’6 A Louis Harris and Associates survey of 1,000 teens indicated that
substantial percentages of teenagers ". . . believe that TV gives a realistic picture of such
topics as sexually transmitted diseases (45%), pregnancy and the consequences of sex
(419%), family planning to prevent pregnancy (28%), and people making love
(24%)."V7 Concern about network TV portrayals of sex has also been expressed by
conservative activist groups, 18 liberal activist groups,19 the U.S. Senate,20 media

buyers,2! and some TV sponsors.22
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In order to determine whether any network increased its level of sexual
behaviors, orie would need prior non-sweeps data against which to compare the February
1992 data. The non-sweeps baseline data used iﬁ this study were from the Lowry and
Shidler23 sample from October 1891.

Since the LO\'NT}' and Shidler study found that the networks were definitely using
sex as "bait" in their pro’nos during a 'non-ratings period, and since ratings are even
more crucial during a ratings month, it seemed logical to expect that they might increase
the amount of sex during a ratings month, especially if one of the competing networks
was carrying the Olympics. The three hypotheses tested in this study were that ABC, Fox
and NBC would each increase the number of sexual behaviors in their programs while
counterprogramming against the 1992 Winter Olympics on CBS. The fourth hypothesis
was that the amount of sex in the programs would be positively correlated with Neilsen
ratings. This would seem to be a working assumption of network programmers, given
the extent to which they obviously use sex in the promos as a form of viewer enticement.

Method
Sample

The prime time content universe for this study began Sunday, Feb. 9, and ended
Saturday, Feb. 22, 1992. Prime time was defined as 6 to 10 p.m. (CST) on Sunday, and
7 to 10 p.m. on ail other evenings. Because network programing obviously changes from
night to night, we rancomly drew a constructed week sample for each of the three
networks. Fox did not program seven nights a week; therefore, we subtracted the two
evenings when the Fox affiliate carried no network programs. Qur final sample
consisted of 19 evenings (56 hours of programs). The sample included ali network

programs (N=68) and promos for future prime time programs (N=423). Product

commercials were excluded, as were promos for future non-prime time programs.
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Content Categories

Because this study was using the results of the Lowry and Shidler 1991 study for
a quantitative baseline of sexual behaviors in a non-sweeps period, it was alsn necessary
to use the same coding categories and definitions as used in that study. The Lowry and
Shidler category system is a modified version of a system originally used by Silverman,
Sprafkin and Rubinstein.24

Verbal suggestiveness was defined as references to sex that are one step removed
from the type of direct references to intercourse described below. Included were sexual
innuendos, double-entendres, organ humor (i.e., jokes about sex organs), and jokes
about impotence. The following examples were included in this category: "They [my
breasts] answer to another man's whistle now." "She was highly complimentary of your
[sexual] performance.” “What makes you think you're going to get any sleep [tonight]?"
"That it [my penis] has fallen and it can't get up." "My private parts are back in private
practice.” "I'm a quick study [about sex] . .. with a slow trigger.” The unit of analysis
was the individual sentence, although it might take only one word or one phrase within a
sentence to make it suggestive.

Physical suggestiveness was defined as sexually suggestive actions or sexually

suggestive exposure of one's body. In contrast to Erotic Touching (defined below), which

involved one character touching another, physical suggestiveness applied only when one

partner was not touching another. For physical suggestiveness, the camera shot was

used as the unit of analysis. This means, for example, that if five strippers were on the
screen simultaneously "bumping and grinding,” this counted as one instance of physical
suggestiveness. But if one stripper was shown on the screen in five different camera

shots, this counted as five instances. The most common instances of physical suggestion

were breast shots and derriere shots-—referred to in the industry as "T and A shots."

<b
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Erotic touching was defined as interpersonal touching that had clear sexual

overtones; demonstrating or intending to demonstrate sexual love; arousing or
expressing sexual desire. Although not every behavior that has romantic overtones has
sexual overtones, the category included “heavy" kissing, sexually romantic embraces and
hugs, sexual caressing or touching of any part of someone else's body, and other similar
touching behaviors. It excluded casual'hand-holding, an arm casually around someone's
waist or shoulder, a casual "peck” type of kiss, non-sexual greeting and farewell kisses,
parent-child kissing and hugging (as long as incest was not implied), and other
nonsexual touching. Brief “peck” types of kisses were counted, however, when they
were part of an intercourse or implied intercourse scene. When the context was
ambiguous, coders used a three second ruie-—i.e., kisses three seconds or longer were
coded as erotic and shorter kisses were not coded. An erotic kiss that also involved an
embrace counted as two instances of erotic touching if both acts met the above
requirements. The unit of analysis was the behavior itself, not the number of
individuals involved. This last point is an important methodological distinction that
produced more conservative results than some other studies. Silverman, Sprafkin and
Rubinstein, 25 for example, counted a single kiss or embrace twice, once for each
partner.

Heterosexual intercourse was classified as verbal, implied, or physically

depicted. Verbal referred to spoken references to the act of heterosexual intercourse.
Some examples were: "I slept with Victoria Stark." "The first time | had sex it was in a
car.” "Love me [i.e., have sex with me]." "What was the tallest woman you ever slept
with?" "l didn't shack up with him." "Roses are red, you're great in bed.” Implied was
coded when the cameras depicted the start or end of lovemaking, but did not show the
physical act itself. The most common example of implied intercourse on TV occurred

when two lovers were in bed kissing and embracing, and then the cameras cut to a
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commercial break or a different scene. Another common situation was when the scene
opened on the two lovers in bed “the morning after" a night of implied love-making.
implied intercourse scenes of this type were coded each time the scene appeared. For
example, a single act of implied intercourse interrupted by a commeréial break was
counted twice. Thus, visual behaviors of this type were coded at the level of the scene,
while verbal behaviors used sexual words or phrases within sentences as the units of
analysis. Bhysical was reserved for actual physical portrays of intercourse, even
though the actors might not be shown totally nude. The criterion was not the amount of
skin that was showing but rather what the actors were portrayed as doing. Heterosexual

intercourse was also classified according to whether the partners were married,

unmarsried, or of unclear marital status.

The remaining categories were prostitution, aggressive sexual contact (including

rape), homosexuality, incest, exhibitionism, masturbation, transvestism and

transsexualism, voyeurism, other unnatural sexual behavior, pregnancy prevention,

and disease prevention. Each of these categories was subdivided into verbal, implied and

physical The units of analysis for these categories were the same as those used above.

it is important to point out that no double coding was used for categories that overlap
with heterosexual intercourse. For example, prostitution was coded only under
prostitution, not double-coded under prostitution and heterosexual intercourse. ape
was coded under aggressive sexual contact, not double-coded under rape and heterosexual
intercourse. Pregnancy prevention and disease prevention, on the other hand, were
double-coded with intercourse in those relatively few instances when these behaviors
were shown in conjunction with intercourse.

Two additiona! categories, HIV/AIDS contracted and other ontracted, were

subdivided into verbal, implied, and infected person on screen. Sexually-related words

Y
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or signs appearing on the screen were coded as verbal references, since words and not

physical acts were shown.
Disapproval of sexual behavior. Even casual observation of network programing

reveals that almost all instances of sexual behavior occur within either a positive

context (as indicated by laugh tracks and jokes) or at least within a neutral context (i.e.,
the sexual behaviors “just happen" an;:l neither approval nor disapproval is expressed).
Occasionally, however, participants state that the sexual behavior that did occur was
wrong, or that any future sexual behavior would be wrong. These negative views could
stem from public health, moral, or other reasons. Examples: "| think that every time
you have sex you're risking your life, because | don't think it's worth it." “"This isn't
right.” “It's all wrong." All such verbal statements of disapproval were coded in this
category. '

Coding was done independently by the authors. A random subsample of seven
evenings was coded by both coders to determine intercoder reliability. Agreement was
checked on the smallest practical unit of analysis (not based on totass at the end of a
scene or program) to make the reliability testing as rigorous as possible. Often this was
a single word or a single kiss. Extended love-making scenes were usually subdivided
into shorter units (e.g., ten or twenty seconds long) for coding and agreement
checking.26 These coding methods resulted in an overall proportion of agreement of .91.
The proportion of agreement on the most-used categories was: verbal and physical
suggestiveness, .82; erotic touching, .93; and heterosexual intercourse, .95.
Disapproval, a new variable in this study, was not one of the most-used variables but
had an intercoder agreement of .88. In cases where we disagreed in our frequency scores

for a given behavior or scene, the mean of the two scores was used for data analysis

purposes.

X
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Results

As Table 1 indicates, the total number of codable sexual behaviors in the 56
hours of programs was 678.5, producing an hourly rate of 12.12. This compares with
11.99 per hour for the same networks during the fall 1991 non-sweeps period.
Therefore there was no significant (t = .10, df = 16, p = .4.6) overall change in the
hourly rate of sexual behaviors during the sweeps period. The promos, on the other
hand, showed a small decrease---from 5.53 sexual behaviors per hour in the non-
sweeps period to 5.04 per hour in February 1992.

Just as past studies have found, Table 1 also indicates that the vast majority of
sexual behaviors on network TV occurred between unmarried partners. Stated
differently, unmarried sex was the norm, not the exception, in terms of the images
presented to viewers. As was also the case in past studies, pregnancy prevention and STD
prevention received only slight emphasis, in relation to the overall numbers of sexual
behaviors. Erotic touching dropped from 2.95 to 1.62 behaviors per hour, but this drop
was compensated for sy small increases in other categories.

Even though unprotected unmarried sex is common on prime time TV, individuals
seldom contract AIDS or other STDs. There were a total of 14 verbal references
indicating that someone had contracted AIDS (13 of which were on ABC), and one verbal
reference to someone contracting some other STD (also on ABC). Of the total of five
people with AIDS shown on screen, all were on ABC.

The results for the individual networks (Table 2) present a mixed picture.
Contrary to the hypothesis, ABC not only dia not increase the amount of sexual content

during the sweeps period, it reduced its hourly rate by almost half, from 20.82 to

10.82. ABC hourly program rates dropped from 13.34 to 8.02, and promo rates
dropped from 7.48 to 2.80. Fox, on the other hand, more than doubled its overall hourly

rate from 12.40 in the non-sweeps period to 28.34 during the sweeps period, therefore

&
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supporting the hypothesis (t = 2.40, df = 7, p < .03). Hourly program rates increased
from 10.30 to 23.71, and promo rates increased from 2.10 to 4.63. The overail NBC
data showed no significant change (t = .27, df = 14, p = .39), and thus did not support
the hypothesis, even though the hourly promo rates increased from 5.11 to 7.50.

This study found a total-of 16 statements of verbal disapproval (.29 per hour).
By way of comparison, the combined scores for Intercourse/Unmarried,
Intercourse/Unclear Status. Prostitution, Homosexuality, and Incest came to 267.5
(4.78 per hour). Thus the disapproval/absence-of-disapproval ratio for unmarried
sex was 1:16.48---i.e., one instance of disapproval for every 16.48 instances of
unmarried sex presehted in a favorable or neutral light.

The fourth hypothesis of this study predicted that the amount of sex in the
programs would be positively correlated with each program's Neilsen rating. This
hypothesis was definitely not supported by the data. We correlated sexual behaviors in
specific programs with the rating of each specific program, as well as with the season
average for each program. None of the correlations for ABC or Fox was significant at the
-.OS level, nor was the correlation between sexual behaviors and specific program rating
on NBC. There was a negative correlation (r = -.561, p < .01) between sexual
behaviors and season average rating of specific programs on NBC.

Discussion

Based upon the results of this study, the assumption of Jarvis referred to at the
beginning of this article---"Where there's sweeps, there's sure to be sex"27---is
wrong, at least as an unqualified generalization. While there is always a certain amount
of sexual content on prime time network TV, the clear implication of this assumption is
that there is more sexual content during a sweeps period than during a non-sweeps

period.
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While tne assumption was incorrect as a generalization, it was correct, however,
with regard to the Fox network, given that Fox more than doubled its hourly rates of
sexual behaviors. While we cannot address the reasons in the minds of the programmers
at Fox for this increase, it is certainly legitimate to conclude that their actions were
consistent with with a3 sex-as-counterprogramming hypothesis. A different sweeps
period could of course produce different results, and this is why the American
Psychologisal Association task force has recommended continuing content analyses of sex
on commercial TV.

Implicit in the assumption that "Where there's sweeps, there's sure to be sex" is
a second assumption---namely, that increasing the amount of sex in programs and in
promos will improve prcgram ratings. This implicit assumption was not supported by
the data in this study. The use of sex in programs and promos was not positively
correlated with ratings, and therefore did not appear to be an effective
counterprogramming strategy. The Gallup survey referred to above indicated that the
amount of sex on TV is definitely driving some viewers away. On the other hand itis
possible that some viewers---especially younger viewers-—-are attracted to certain
TV programs because of the sexual content. The Gallup survey did not ask this question,
but it would be worth asking it in future surveys in order to determine the net effects of
sex on TV viewing.

Some observers believe that all television is educational television—-in the
sense that all television communicates values, world views, and approaches to social
interaction. Greenberg, Lisangan and Soderman state, "Scenes on television also express
values."28 DeFleur, in the context of his cultural norms theory, has stated that ". . . the

mass media, through selective presentations and emphasis of certain themes, create

impressions among their audiences . . ."29 of common cultural norms. From the
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perspective of cultivation theory, Gerbner and Gross have argued: “"Entectainment is the
most broadly effective educational fare in any culture."30

As this study and all prior content analyses have indicated, the selective
presentations and emphases of network TV have continued to present unmarried sex as
the norm. Married sex is the exception. if DeFleur's theory is correct, then our finding
of one instance of disapproval for every 16.48 instances of unmarried sex reinforces the
notion that unmarried sex is the cultural norm and is socially approved. If we had found
the opposite---16.48 disapprovals for every one instance of unmarried sex---this
would obviously be emphasizing an entirely different theme to viewers. This finding
also seems to support the Planned Parenthood accusation referred to above that the
networks are ". . . putting out an unbalanced view . . ."31 about sex.

What are the effects of this unbalanced view? This particular question of the
ratio of approvals to disapprovals could be investigated in future experimental studies.
Greenberg, Linsangan and Soderman32 conducted a controlled experiment on high school
students using segments from actual prime time TV and soap operas. One experimental
videotape contained portrayals of prostitution and married intercourse, while a second
videotape contained portrayals of homosexuality and unmarried intercourse. Subjects
then filled out questionnaires indicating both their knowledge and beliefs about
prostitution, homosexuality, unmarried intercourse, and married intercourse. A
similar design c;OUId be used to test the effects of 1:16 and 16:1 ratios of approvals to
disapprovals.

An additional worthwhile topic for future research is the relationship between
sex and violence as counterprogramming strategies during ratings periods. For
example, while ABC was reducing its hourly rates of sexual behaviors, did it perhaps

substitute an increased amount of violence to compete against the Winter Olympics? Did
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‘Fox perhaps increase both sex and violence? Future studies might profitably analyze
both sex and violence.

As past content analyses have also indicated, the rates of behaviors relating to
pregnancy prevention and STD prevention_were proportionately low. It is interesting to
note in Table 1, though, that all three scores were slightly higher than in October 1991.
ABC not only reduced its rates of sexual behaviors, it was the one network that gave some
attention to AIDS and other STDs. It will take future monitoring studies to determine |
whether this is the beginning of a network trend.

The findings of this study, as well as those of Lowry and Shidler,33 suggest that
almost all prior content analyses of sex on TV have been significantly under reporting
the total amount of sexual content actually present. To analyze the sexual content only in
the programs and to ignore the sexual content in the promos, as most studies have done,
is to under report the total amount of sex on TV by more than one third. We believe it is
important for future content analyses of sex on TV to include sex in the promos as well as
in the programs. '

In addition to suggesting several implications for future research from the
scholarly or public health perspective, this study also has practical implications for
future progranming strategy on the part of network executives. Most TV sex content
analysis studies in the past have ignored the cormelation between sex and actual program
ratings. The results of this study found that sexual content was in fact not positively
correlated with program ratings. Network executives may want to replicate this study
on a larger scale and, if similar findings are obtained, then modify their programs

accordingly.
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TABLE 1
Rate of Sexual Behaviors Per Hour in Non-Sweeps vs. Sweeps Samples
of Prime Time TV (Three Networks)

October '91 February '92
(Non-Sweeps) {Sweeps and Olympics)
Programs Promos Programs Promos
Suggestiveness
Verbal 2.72 .23 2.99 .65
Physical .59 44 1.06 .69
Erotic touching
Married .56 .14 .38 --
Unmarried 2.39 1.78 1.24 1.71
Unclear status -- .08 .- .29
Subtotal (2.95) (2.00) (1.62) (2.00)
Heterosexual intercourse
Married/verbatl .49 .02 .85 .14
Married/implied a3 .03 .04 --
Married/physicai - - .- --
Unmarried/verbal 2.91 91 2.88 .55
Unmarried/implied .49 .81 .09 .47
Unmarried/physical .07 - -- --
Unclear status/verbal .09 - .05 .01
Unclear status/implied -- -- -- .09
Subtotal (4.18) (.77) (3.21) (1.26)
Other sexual behaviors
Prostitution .42 .26 13 --
Aggressive sexual contact .02 19 79 A3
Homosexuality 19 .28 .22 --
All other sexual behaviors .49 RA .46 RE
Subtotal (1.12) (.84) (1.60) (.24)
Pregnancy preverition 18 - .21 --
STD Prevention .21 .03 .48 .09
HIV/AIDS contracted .04 .22 .23 RE
Other STDs contracted - — .02 --
Total, all behaviors 11.99 S.53 12.12 5.04
(N=647.5) (N=298.0) (N=678.5) (N=282.0)

L
-]




Counterprogramming Strategy

17
TABLE 2
Rate of Sexual Behaviors Per Hour in Non-Sweeps Vvs. Sweeps Samples
of Individual Networks
October '9 February '92

(Non-Sweeps) (Sweeps and Olympics)
Programs Piomos  Total Programs Promos Total
- ABC 13.34 7.48 20.82 8.02 2.80 10.82
Fox 10.30 2.10 12.40 23.71 4,63 28.34
NBC 11.41 5.11  16.52 9.89 7.50 17.39
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Putting News Into Context:
Apparent Reality Versus Source Credibility

In Judgments of News Believability

ABSTRACT

A between-groups 3 x 3 factorial experiment (N=516) tests
effects of message type and source reputation on judgments of
credibility (judgments about the source) and assessments of
apparent reality (judgments about the message content).
Credibility judgments and apparent reality assessments are found
to be more reliable as three combined, rather than parallel,
indices. The three indices comprise judgments of 1) source
truthfulness and message accuracy; 2) source expertise and
message representativeness; and 3) source bias and personal
perspective. The results show a message effect for judgments
but no source effect and no interaction between source arnd
message. It is concluded that at least some publics base
judgments of news believability more on judgments of the apparent
reality of message content rather than the credibility of the

media source.
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Putting News Into Context:
Apparent Reality Versus Source Credibility

In Judgments of News Believability

The process of reality testing is important to the
understanding of nonfictional communication. To evaluate often-
conflicting messages about probable causes, appropriate cures,
and the context for various issues, an individual often needs to
compare and contrast social constructions of reality with
information from the media to determine the extent to which facts
and interpretations seen, read and heard represent the way things
"really.are."

Most researchers into media effects now assume an active,
rational viewer constantly adapting and accommodating to change
in the social world by making judgments about social reality and
media portrayals. This decision-making process makes use of
previous experiences, personal dispositions, and their
environment (Bandura, 1986, O'Keefe & Reid-N.3h, 1987).

According to social cognitive theory (Bandura, 1986), for
example, individuals are more likely to put modeled behavior into
practice in their own lives if they view what they have seen
modeled or advocated in the media as realistic, justified and

rewarded (Bandura, 1986). As a result, an individual watching

-3




Credibility and Apparent Reality 4

the news to make decisions about real-world people and issue--
for example, whether to vote for a particular candidate or
support a particular issue--will be making what are essentially
judgments of perceived realism regarding the news.

Yet perceived realism has not been applied to the realm of
nonfiction or news because news, by definition, is "real."
Reality testing of the news has been conceptualized by
researchers as an issue of credibility, referring to the degree
to which an individual perceives the media source portrays the
real world truthfully, rather than of perceived realism, the

degree to which an individual believes that a reality portrayed

.in a message on television matches the true world.

Credibility is not gquite the nonfictional counterpart to the
study of perceived realism regarding fiction, because credibility
focuses on the sources of information (Gunther, 1992; Hovland &
Weiss, 1951), rather than on the information itself, even though
credibility studies have increasingly focused on credibility as
"a response to specific content" rather than as a more
generalized dispositional trait (e.g., Gunther, 1992, p. 147).
According to Gunther and Lasorsa (1988; Gunther & Lasorsa, 1986),
the concept of credibility includes judgments both about the
media's expertise in covering a topic and about the media's
biases in covering the topic. But a viewer may think a news
story errs even if the source is perceived as an unbiased expert,

because the source may not have had the time to delve more deeply
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into a story or may not have had access to inforhation the viewer
believes important. As a result, viewers, who tend to believe
they know what makes good journalism (Izard, 1985), must weigh
other factors besides the credibility of the source to evaluate
the material.

We can call these message-related evaluations "apparent
reality assessments (ARA)," defined as the degree to which an
individual believes media portrayals of issues or people reflect
reality. This conceptualization assumes that an individual can
analyze the content and context of media messages, from cartoons
to on~-the-scene news events, for aspects of nonfiction reality.
Even a clearly fantastic cartoon nevertheless can deal with real-
life issues and events.

Many parallels exist in the research on ~redibility and
perceived realism, even though perceived realism focuses on

fictional messages and credibility focuses on nonfiction sources.

These parallels can guide our conceptualization of the apparent
reality assessment, which focuses on the hfbrid of perceived

realism and credibility: the nonfictional message.

Both credibility and perceived realism studies, for example,
show judgments to be multidimensional and highly situational
(Chaffee, 1982; Elliott, Rudd & Good, 1983; Potter, 1986;
Gunther, 1988; Berlo, Lemert & Mertz, 1969). 1In addition,
researchers in each area have found that both relational factors

(such as trustworthiness or liking) and dispositional factors
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(such as incredulity toward or dependence on the media) influence
judgments. In terms of situational factors, knowledge or real-
life experience has been shown to affect both credibility and
perceived realism judgments (Cozzens & Contractor, 1987; Hovland,
Janis & Kelley, 1953; Brown, Austin & Roberts, 1988). 1In the
realm of dispositional factors, the viewer's general level of
incredulity and cognitive sophistication affects judgments of
media trustworthiness and perceptions of realism (Edelstein &
Tefft, 1974; Dorr, 1983). In addition, an individual's
perspective on issues--hinging on personal values and
expectations--affects judgments of objectivity (Gunther, 1988;
Mason & Nass, 1989), while cultural differences affect judgments
of social and perceived reality (DeFleur & DeFleur, 1967;
Greenberg, 1972; Greenberg & Reeves, 1976; Donohue & Donohue,
1977).

A conceptualization of the apparent reality assessment

These many parallels between perceived realism and
credibility suggest that conceptualization of the apparent
reality assessment should be multidimensional, focusing on
dimensions we might call accuracy, representativeness, and
personal perspective. Representativeness refers to the extent to
which an individual perceives there exist other important aspects
than the media portray about an individual or issue, paralleling
the construct of expertise (Hovland, et al., 1953) in credibility

and of social expectations, plausibility or utility (Hawkins,
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1977: Potter, 1992) in perceived realism. Accuracy refers to the
extent to which the media portray an individual or issue as it
really is, paralleling truthfulness (Gunther & Lasorsa, 1986) in
credibility and magic window (Hawkins, 1977; Potter, 1992) in
perceived realism. Personal perspective refers to the extent to
which an individual perceives that the media place the
appropriate emphasis on an issue or individual in the news (in
other words, the match between one's own perspective of social
reality and one's perception of the media's perspective),
paralleling the evaluations of bias (Hovland, et al., 1953;
Vallone, Ross & Lepper, 1985), issue importance {(Gunther &
Lasorsa, 1986), involvement (Gunther, 1988) and controversiality
({Roberts & Leifer, 1975) in the credibility and political
communication literatures and of identification and liking
(Potter, 1992) for perceived realism judgments.

With so many parallels, "apparent reality” might seem almost
indistinguishable from credibility and perceived realism, and its
usefulness as a construct depends on its explanatory
distinctiveness. Yet the conceptualization of the apparent
reality assessment--the degree to which an individual perceives
media portrayals reflect reality--distinguishes cognitions about

nonfiction media messages from cognitions about nonfiction media

sources, whether those cognitions about the source are
generalized or message-specific. This distinction makes it

possible to study the "perceived realism" of nonfiction, without
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presuming that the information is at all imaginary. Further, a
construct that focuses on the analysis of nonfictional content,
rather than its media source, also can make it possible to
examine skepticism toward the news separate from cynicism toward
media institutions. It should be possible, therefore, to believe
a source highly credible but a message nevertheless quite
unbelievable. Thus, it is hypothesized that:

Hl: Apparent reality assessments and credibility judgments
will factor into separate constructs and exhibit higher
reliability as separate constructs.

If credibility is a highly prized property of the source
(Gunther, 1992), then specific stories appearing in media sources
with lesser reputations for responsible journalism, such as the

Star or the Nat.onal Enguirer, should receive more negative

credibility judgments than the same story appearing in a source

such as the New York Times or the Wall Street Journal.

H2: There will be a main effect for source on the
credibility judgments of specific messages, such that a more
reputable source will be evaluated more positively.

' Similarly, if skepticism is a situational response,
originating from an individual's involvement with issues and
groups (Gunther, 1992), then evaluations of the apparent reality
of message content should be related to an individual's personal
experiences, habituation, and natural skepticism (Cozzens &

Contractor, 1987). Thus, innocuous messages--messages that
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present no unusual information that would be dissonant from one's
previous experiences--should be evaluated more positively than
ambiguous or sensationalistic stories. As Gunther (1992) has
proposed, important components to a trusting or skeptical
response will not exist until an individual has something to be
trusting or skeptical about.

H3: There will be a main effect for message on the
ARA/credibility judgments of specific messages, such that a more
innocuous message will be evaluated more positively.

Because the ability to make both credibility and perceived
realism judgments depends on an individual's available knowledge
and predispositions against which new information can be compared
(Austin, Roberts & Nass, 1990; Brown, Austin & Roberts, 1988;
Edelstein & Tefft, 1974; Dorr, 1983) however, neither credibility
nor apparent reality alone should be expected to explain
evaluations of specific messages appearing in specific sources.
In the case of an ambiguous message, for example, an individual
would be expected to draw on other available knowledge--such as
reputation of the source-~-to evaluate the information and to come
to a conclusion about the message content. According to the
distance hypothesis (Brown, Austin & Roberts, 1988), individuals
will be more skeptical if they have more personal experience with
which to contrast information received from the media. With less

personal experience with the message content, they would be
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expected to rely on their personal experience with the message
source to make an evaluation.

H4: In the case of an ambiguous message, the source will
have a significant effect on apparent reality assessments, such
that a more reputable source will predict a more positive
assessment.

Similarly, if an individual is faced with a source whose
reputation for truthfulness, expertise and bias is unknown, the
individual will need to draw more on information about the
message content to make a judgment about the source of the
information.

H5: In the case of an ambiguous source, the message will
have a significant effect on credibility judgments, such that a
more innocuous message will predict a more positive credibility
judgment.

Finally, because judgments are expected to be both
dispositional (Brown, Austin & Roberts, 1988; Edelstein & Tefft,
1974; Dorr, 1983; DeFleur & DeFleur, 1967; Greenberg, 1972:
Greenberg & Reeves, 1976; Donohue & Donohue, 1977) and
situational (Cozzens & Contractor, 1987; Hoviand, Janis & Kelley,
1953; Gunther, 1988; Gunther, 1992; Mason & Nass, 1989), it is
hypothesized that the effects of source and message type will
hold when dispositional controls, such as overall skepticism

toward news messages, cynicism toward media institutions,
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expectations about the quality of reporting, and habits of news
media use are added.

Hé: Message type and source will have significant effects
on specific apparent reality assessments and credibility
judgments when overall skepticism toward news messages, cynicism
toward media institutions, expectations about the gquality of
reporting, and habits of news media use are tested as covariates.

Method

Subijects and design

A total of 516 students from an introductory communication
course at a large northwestern university participated in a
between-groups, 3 (source type) x 3 (message type) factorial
experiment in February of 1993. After completing a pretest that
assessed general levels of skepticism toward the news and news
institutions, participants were randomly assigned to read a
fictitious news story, which they were told actually had appeared
in the newspaper sometime within the past week. After reading
the story, respondents answered post-test questions assessing
judgments of apparent reality of the stories and credibility of
the newspapers, media use, voting behavior, political knowledge,
political efficacy, interpersonal political communication
patterns and demographics. The complete measures may be found in
the appendix.

Credibility questions were drawn and adapted from previous

studies on credibility and apparent reality assessments were
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adapted from Austin (1990) and further developed based on the
review of the literature. Media use questions were based on the
technique used by Nelson (1991), political efficacy was based on
the measures developed by Hess & Torﬁey (1967), and political
communication was based on the index developed by Hess & Torney
(1967). Political knowledge gquestions were based oh current
events. Demographics were measured by asking respondents to
circle any and all ethnicities to which they might belong, and by
asking them, on a continuous 7-point scale ("low income" to "high
income"), how they would describe their family. They also were
asked to circle what their college status was ("freshman,®
"sophomore, " etc.) and whether they were male or female.

Each news story condition comprised two news stories to
control for message~specific effects. A total of six stories
were developed for the purposes of this study, based on stories
that actually have appeared in the news. Realistic but
fictitious stories were used so that participants in the study
would be forced to make a decision about the story's
believability and the source's credibility for the first time.1
Subjects wefe asked whether they remembered reading or hearing
about the news story in part to reinforce that the stories were
supposedly authentic, and in part because it was assumed that
realistic stories would confuse some subjects, who would report
that they had indeed heard the news story previously. Stories

were written by the first and second author and reviewed by a
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instructor of reporting techniques. A list of headlines was
given to ten individuals of varied educational levels to assess
story type. Storied rated almost uniformly as "easy to believe"
were used in the "innocuous" condition, stories rated almost
uniformly as "hard to believe" were used in the "sensational"
condition, and stories rated easy to believe by some respondents,
hard to believe by others, or somewhere in the middle, were used
in the "ambiguous” condition. The innocuous stories included an
item about homeless shelters and food banks being short on
donations ("Shelters”) and an item that a company ("General
Hydraulics") was denying that a leak of toxic waste from one of
its plants was responsible for the deaths of fish in a river.

The ambiguous stories included an item about a Los Angeles suburb.
building a wall around the entire town to keep out undesirables
({"Riff-Raff") and an item about an increase in the crime rate in
a variety of smaller cities being linked to the migration of gang
members from bigger cities ("Gangs"). The sensational stories
included an item about a surrogate mother ape giving birth to a
human baby ("Ape"”) and an item about a sheriff being returned to
earth by aliens after having been missing for many decades
("Sheriff").

The sources included the New York Times (reputable) and the

Star (disreputable), as well as a third fictitious newspaper

called the Louisville Chronicle (ambiguous). The name for the

fictitious paper was chosen because it is a mid-sized city with
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which most students in the sample would be unfamiliar.

Therefore, they would not know whether its newspapers would be of
high or of low quality, but it could be large enough to have its
own reporters covering the stories ostensibly printed in its
pages. Smaller newspapers would be more likely to use primarily
wire copy or news services for their national stories.

Stories were of approximately equal length, of about 400
words. They were type-set in the type-face used by the
newspapers in which they were to appear. Title lines of
approximately equal length were included to make the stories
appear authentic, and the stories were made to look as if they
were surrounded by advertising. Only fragments of the

advertisements could be seen on the page, however, to avoid any
possible confound.

Data collection

Data collection was conducted in 20 discussion sections of
the class, under the supervision of one of the authors. Before
respondents completed the pretest, the experimenter read a short
statement indicating that the news story in their questionnaire
was drawn from a recent newspaper. Debriefing took place one
week later, after all of the students had completed their

participation in the study.
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Results

Manipulation checks

Manipulation checks were'performed on the source and message
conditions. A total of 41 (8%) subjects reported that they had
read or heard of the story before, with 438 (85%) reporting they
had not, and 34 (7%) indicating that they were unsure. Oneway
analysis of variance using group contrasts tested for a message-
type effect on the judgment, "Do you think things are the way the
story made them seem [not at all/completely]”? A significant
main effect was found for message type (F[2,513]=113.14, p<.001),
with the innocuous message rated most positively (M=2.47, N=168),
the ambiguous message being rated less positively (M=4.09,
N=176), and the sensational story rated lowest (M=4.56, N=172).
As expected, significant differences existed between the
innocuous and sensational conditions (t=-14.78, p<.001), between
the ambiguous and sensational conditions (t=-12.40, p<.001) and
between the innocuous and ambiguous conditions (t=-5.82, p<.001).

Results assessing whether there were specific message
effects also were significant (F[5,510]=54.10, p<.001). As
expected, the "Ape" (M=2.77, N=82) and "Sheriff" (M=2.19, N=86)
stories were evaluated as least believable. Analysis of group
contrasts revealed significant differences between each group,
with the exception being "General Hydraulics" (M=4.07, N=84) not
significantly different from "Riff-Raff" (M=4.15, N=89) and

"Riff-Raff" not significantly different from "Gangs" (M=4.02,
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N=87). "General Hydraulics" and "Gangs" also did not differ
significantly, suggesting that, although the "General Hydraulics"
story pretested as highly believable, the respondents in the
sample found it ambiguous. A reanalysis of all results reported
herein, however, with only the "Shelters” (M=5.02, N=88) message
in the innocuous category and the other three stories labeled as
ambiguous, did not change the results of any of the analyses
performed to test the hy§otheses.

A manipulation check also was performed for source type.
Specifically,'oneway analysis of variance of source type was
performed on the item, "Do you think the newspaper that published
this story tells the truth [never/always]?" The results were
significant (F[2,511]1=3.25, p<.05). Analysis of group contrasts

revealed that the most reputable source (The New York Times,

M=4.13, N=172) was evaluated as significantly more truthful
(t=2.38, df=511,, p<.05) than the least reputable source (The
Star, M=3.78, N=170), and the least reputable source was rated
significantly differently (t£=1.99, 4df=511, p<.05) from the

ambiguous source (The Louisville Chronicle, M=4.07, N=172). The

ambiguous and most reputable sources, however, were not rated
significantly differently. Analysis of group contrasts was
performed in the tests of Hypotheses 2 and 3 to check for

significant effects between the "most reputable" and "least

reputable" sources.
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Findings

To test Hypothesis 1, that apparent reality assessments and
credibility judgments should be: separate constructs, a factor
analysis was performed using varimax rotation. A total of three
factors emerged, roughly corresponding to the three factors
expected to represent apparent reality assessments (ARAs) and
credibility judgments, but as joint rather than separate
constructs. Thus, as shown in Table 1, one factor included

variables regarding the accuracy of message content and the

—— e - ———————————— — — - —— T S W W e WD N G - —— = 0oy G —

truthfulness of the source, which was labeled
"Accuracy/Truthfulness." A second factor included variables of
representativeness of message content and expertise of the
source, and was thus labeled "Representativeness/Expertise." A

third factor comprised variables of message and source bias, and

was named "Perspective/Bias." Thus, hypothesis one was not

confirmed.

To build the strongest joint indices for further analysis,
reliability'analysis was perfermed, including Cronbach's alpha
and item-total statistics. It was determined that the strongest
indices comprised the parallel variables from apparent reality
and credibility, roughly corresponding to the results of the

factor analysis. Several variables assessing perspective and
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bias, however, which loaded somewhat high on several factors,
were excised from the Accuracy/Truth and
Representativeness/Expertise indices and were added to the
Perspective/Bias index. The resultant indices exhibited higher
reliability, as measured by Cronbach's alpha and zero-order
correlations for indices comprised of only two wvariables, than
did accuracy (.86) separate from truthfulness (xr=.61, p<.01),
representativeness (alpha=.67) separate from_expertise
(alpha=.45), and perspective (alpha=.69) separate from bias
(xr=.29, p<.0l). Descriptive statistics for the accuracy/truth
(alpha=.88), representativeness/expertise (alpha=.73) and
perspective/bias (alpha=.75) indices accepted for further

analysis hay be found in Table 2.

—— e — — ——— ——— —— —— —— - —— ——— —— - —— e —— . ——— " — = ———
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Cronbach's alpha analysis with item-total statistics and
confirmatory factor analysis also were used to test the integrity
of the political efficacy (alpha=.79), political knowledge
(alpha=.52) and politicai communication (alpha=.81) indices.

Similar analyses were performed on the variables designed to
measure general levels of credibility and skepticism toward news
sources and messages, which were included in the pretest that
respondents completed before reading the randomly assigned news

story. The pretest measures exhibited much lower reliability,
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with alpha coefficients or zero-order correlations as follows:
accuracy, r=.09, p<.05; representativeness, .27; perspective,
.00; expertise, r=.17, p<.01); apparent reality assessments as a
single index, .27; and credibility judgments as a single index,
.51. Only one measure each assessed the constructs of truth and
bias. A combined apparent reality/credibility index had the
highest reliability, with an alpha of .60, still somewhat low. A
factor analysis separated the variables into factors that were
labeled "quality" (alpha=.55), "limitations" (alpha=.26), "fault"”
(x=.21, p<.0l1), and "importance" (see Table 3), which did not
exhibit

high reliability. It was determined, as a result, that whether
the lack of reliability in the indices resulted from a
theoretical or a methédological weakness, analysis would proceed
most appropriately using individual pretest wvariables of
theoretical interest to measure predispositional controls, rather
than any index as a whole.

Because apparent reality assessments and credibility
judgments did not factor into separate constructs and exhibit
higher reliability as separate constructs, hypotheses 2 through 6

could not be tested as originally constructed and were tested on
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the combined apparent reality/credibility indices instead of on
apparent reality and credibility separately.

Hypothesis 2, that there will be a main effect for source on
the ARA/credibility judgments of specific messages, such that a
more reputable source will be evaluated more positively, and
Hypothesis 3,.that there will be a main effect for message on the
ARA/credibility judgménts of specific messages, such that a more
innocuous message will be evaluated more positively, were tested
using analysis of variance. The analysis revealed a significant
effect for message on accuracy/truth (F[2.511]=142.31, p<.001),
on representativeness/expertise (F[2,512}=36.56, p<.001), and on
perspective/bias (F[2,510]1=18.21, p<.001). No significant
effects were found for source on any of the dependent wvariables.
Oneway analysis of group contrasts showed that judgments differed
in the directions hypothesized, as illustrated in Table 4. No

interaction effects for source with message were found.

———— —— i —— ———— ———— - — - —————————— —————— — ———————— ————

———— ————————— ——————— ——————————— ——————— ————————————

Hypothesis 4, that in the case of an ambiguous message, the
source will have a significant effect on judgments, such that a
more reputable source will predict a more positive judgment,
found no support in analysis of variance. Hypothesis 5, that in
the case of an ambiguous source, the message will have a

significant effect on judgments, was supported in oneway analysis
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wholly or partially on situational factors, but never were based
solely on dispositional factors. In addition, judgments were
based entirely on message characteristics, with source reputation
making no difference.

DISCUSSION

According to these data, apparent reality assessments and
credibility judgments are more reliably measured with respect to
specific situations--that is, for evaluations of specific
messages--than with respect to general dispositions toward media
institutions and messages. Consistent with the literature on
perceived realism and credibility, situational judgments do
appear to fall among three dimensions. Contrary to our
expectations, however, the credibility and apparent reality
assessments appear in these data to be more reliably measured as
a single construct rather than as two separate constructs. Thus,
these data do not support the conjecture that it is possible to
measure skepticism toward messages as distinct from cynicism
toward media institutions.

This could haQe been a measurement artifact, however, since
the guestionnaire included more measures of apparent reality than
of credibility. The addition of measures used by scholars such
as Gaziano & McGrath (1986) and Meyer (1988), which include
assessments of concern for the community, respect for privacy,

concern for profit, and immorality, would provide a stronger
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credible source can produce an unbelievable story. But these
data raise the additional question of whether studies of source
credibility might be more appropriately considered as studies of
message apparent reality (at least for some individuals). Much
work remains to be done to investigate this possibility, but it
seems clear from these data that we have much to learn about how
individuals make decisions about issues, individuals and
institutions covered in the news. If source reputation makes as
little difference in the real world as it did in this small
study, one must wonder exactly what cues signal a reader that any
particular collection of facts and interpretations--however

innocuous or sensational--truly reflect the way things "really

are."
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TABLE 1

Factor analysis for the posttest variables

Primary factor loading . Accuracy Representat. Perspective
& truth & expertise & bias
Story's accuracy .81 -.31 -.11
Reporter's trustworthiness .81 .01 -.19
Reporter's completeness 217 -.23 -.11
Newspaper's truthfulness =17 -.04 -.11
Source's truthfulness .15 -.24 -.01
Reporter's competence -.069 -.12 .13
Sources know what happened -.56 .31 .07
Story portrayal's fairness -.4 .28 .39
Reporter's access to facts .10 .69 .12
More information needed for story .01 .68 .28

Newspaper made errors
Reporter misled by source
Newspaper trivialized
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Story's completeness -.42 :EE .22
Newspaper sensationalized -.32 .45 .41
Reporter's expertise -.37 .39 02
Story's bias -.19 ' .20 .82
Reporter’'s bias -.04 : .16 .81
Eigenvalue 6.46 2.15 1.14
Percentage of total variance 35.9 12.0 6.3
Cronbach alpha .88 .73 .75

72




TABLE 2

Construction of key instruments

Variables Mean Range S.D. N Alpha
Accuracy & truth (Index) 22.4 29 5.7 514 .88
Story's accuracy 3.56 6.0 1.7 516
Reporter's completeness 3.72 6.0 1.6 b5l6
Reporter's trustworthiness 3.86 6.0 1.4 515
Source's truthfulness 3.81 5.0 1.6 516
Newspaper's truthfulness 3.99 6.0 1.4 514
Representativeness

& Expertise (Index) 36.3 34 6.4 515 .73
Sources know what happened 4.25 6.0 1.7 516
Reporter's expertise 5.81 6.0 1.2 516
Story's completeness 5.39 6.0 1.6 516
Newspaper made errors 5.25 6.0 1.4 516
Reporter's access to facts 4.85 6.0 1.6 . 516
More information needed 5.67 6.0 1.4 515
Reporter being misled 5.08 6.0 1.4 516
Reporter's competence 3.50 6.0 1.5 516

Personal Perspective &

Perceived Bias (Index) 24.6 30 5.32 513 .75
Story's bias 4.91 6.0 1.51 516
Newspaper sensationalized 5.25 6.0 1.45 516
Newspaper trivialized 4.85 6.0 1.46 516
Story’'s unfairness 4.65 6.0 1.61 513
Reporter's bias 4.89 6.0 1.51 516

Print news reading (Index) 7.05 12 2.11 515
Frequency of reading magaz. 3.08 6.0 1.17 515
Amount of newspaper read 3.97 6.0 1.45 516

Political efficacy (Index) 16.3 30 6.3 514
People can change nothing 2.78 6.0 1.72 514
People in power don't care 4.09 6.0 1.76 515
People have no say 2.92 6.0 1.68 515
Government doesn't care 3.45 7.0 1.68 515
No chance to give opinions 3.06 6.0 1.62 515
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Variables Mean Range S.D. N Alpha

Political communication{Index) 34.6 45 8.8 509
Talked politics recently 4.06 6.0 1.84 515
Someone lobbied me 3.09 6.0 1.73 514
Like to talk politics 3.79 6.0 1.74 514
Important to be informed 5.70 6.0 1.38 515
Discuss opposing views 5.14 6.0 1.47 513
Efforts to persuade others 4.14 6.0 1.75 513
Talk politics at home 4.37 6.0 1.79 514
Talk politics with friends 4.23 6.0 1.69 513

Political knowledge (Index) 4.3 9.0 1.9 505
Who is governor .35 1.0 .48 506
who are state senators .24 2.0 .51 506
Who is vice president .89 1.0 .31 506
Who is US Secret. of State .04 3.0 .22 506
Name the 3 branches of gov't 2.22 3.0 1.12 507
Who is school president .55 1.0 .50 506
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TABLE 3

Factor analysis for the pretest variakles

Primary factor loading Quality Limita- Fault Importance
tions

Stories' accuracy .67 .03 .15 ~-.06
Stories' completeness .66 .04 -.05 -.04
News reader's perceptions .55 .06 .21 -.02
Reporter's completeness .5h4 - .04 -.23 .36
Reporter's expertise .43 .23 .21 .35
Stories' sensationalism -.02 .67 .09 -.15
No access to facts .07 - .60 .39 .13
Reporters misled by source .09 .56 -.01 .30
Reporters’' bias .25 .48 .34 .12
Stories’ truthfulness .34 .40 .32 -.29
Beyond reporter's control - .01 - .01 81 .11
Reporters’' incompetence .38 .07 .46 -.13
Stories' triviality -.08 - .05 .07 .19
Eigenvalue 2.57 1.40 1.12 1.05
% of total variance 19.8 10.7 8.6 8.1
Cronbach alpha .55 .26 n/a n/a
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TABLE 4

A. Comparisons between message types
{Pooled variance estimate)

Variable index: Accuracy & truth

Message conparison Value S. ervor ; D.F. T prob
Sensational & Innocuous 8.90 0.56 16.0 511 0.000
{mean=13.6} (mean=22.5)

Ambiguous & Innocuous 1.82 0.55 3.3 511 0.001
(mean=20.6) {mean=22.5)

Sensational & Ambiguous 7.08 0.55 12.8 511 0.000
(mean=13.6) (mean=20.6)

Variable index: Representativeness & expertise

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous - 5.96 0.70 -8.5 512 0.000
{mean=43.0) {(mean=37.0)

Ambiguous & Innocuous -2.48 0.69 -3.6 512 0.000
(mean=39.5) {mean=37.0)

Sensational & Ambiguous - 3.49 0.70 -.50 512 0.000
(mean=43.0) (mean=39.5)

Variable index: Personal perspective & perceived bias

Message comparison . Value S. error t D.F. T prob
Sensational & Innocuous -3.33 0.56 -5.9 510 0.000
(mean=26.1) (mean=22.8)

Ambiguous & Innocuous -2.13 0.55 -3.9 512 0.000
(mean=24.9) (mean=22.8)

Sensational & Ambiguous -1.21 0.56 -2.2 512 0.031
(mean=26.1) {mean=24.9)




B. Comparisons between sources
(Pooled variance estimate)

Variable index: Accuracy & truth

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous 1.07 0.69 1.6 511 0.123
means*

Ambiguous & Innocuous 1.13 0.69 " 1.2 511 0.846
Sensational & Ambiguous 0.93 0.69 1.4 511 0.177
* Means are not provided

Variable index: Representativeness & expertise

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous -0.87 0.74 -1.2 512 0.244
Ambiguous & Innocuous 0.04 0.74 0.1 512 0.856
Sensational & Ambiguous -0.91 0.74 -1.2 512 0.222 *
Variable index: Personal perspective & perceived bias

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous -0.94 0.58 -1.6 510 0.102
Ambiguous & Innocucus -0.37 0.58 -0.6 510 0.522
Sensational & Ambiguous ~0.57 0.58 -1.0 510 0.319
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TABLE 5

A. Comparisons between message types

when source is ambiguous

(Pooled variance estimate)

Variable index: Accuracy & truth

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous 7.84 0.95 8.3 169 0.000
(mean=14.5) (mean=22.3)

Ambiguous & Innocuous 1.51 0.95 1.6 169 0.113
(mean=20.8) (mean=22.3)

Sensational & Ambiguous 6.34 0.95 6.7 169 0.000
(mean=14.5) (mean=20.8)

Variable index: Representativeness & expertise

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous - 5.11 . 1.13 -4.5 169 0.000
(mean=41.9) (mean=36.8)

Ambiguous & Innocuous -2.90 1.13 -2.6 169 0.011
{mean=39.7) (mean=36.8)

Sensational & Ambiguous -2.21 1.13 -2.0 169 0.052

(mean=41.9) (mean=39.7)

Variable index: Personal perspective

& perceived bias

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous -2.98 1.00 ~-3.0 168 0.003
(mean=25.8) (mean=22.8)

Ambiguous & Innocuous -2.02 0.99 -2.0 168 0.043
(mean=24.9) (mean=22.8)

Sensational & Ambiguous -0.96 0.99 -1.0 168 0.337
(mean=25.8) (mean=24.9)
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B. Comparisons between sources when message type is ambiguous
{Pooled variance estimate)

Variable index: Accuracy & truth

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous 0.92 0.85 1.1 173 0.284
means

Ambiguous & Innocuous 0.24 0.86 0.3 173 0.780
Sensational & Ambiguous 0.68 0.85 0.8 173  0.430

* Means are not provided

Variable index: Representativeness & expertise

Message comparison Value S. error t D.F. T prob
Sensational & Innocuous -0.80 1.12 -0.7 172 0.476
Ambiguous & Innocuous -0.74 1.12 -0.7 172 0.509
Sensational & Ambiguous -0.06 1.12 -0.1 172 0.960

Variable index: Personal perspective & perceived bias

Me;sage comparison Value S. error t D.F. T prob
Sensational & Innocuous -0.65 0.93 -0.7 173 0.489
Ambiguous & Innocuous -0.28 0.94 -0.3 173 0.770
Sensational & Ambiguous ~0.37 0.93 -0.4 173 0.691
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Appendix

Measures Included in Apparent Reality, Credibility, Media Use,
Political Efficacy, Political Communication, and Political
Knowledge Indices

Measures Included in Accuracy & Truth Index

Accuracy:
1. On the whole, do you consider this story accurate?
2. Do you think things are the way the story made them seem?
3. Do you think the sources gquoted in this story are telling
the truth?
Truth:
4. Do you think the newspaper that published this story
_ tells the truth?
5. Do you think this reporter is trustworthy?

Measures Included in Representativeness & Expertise Index

Representativeness:

1. Do you think the sources guoted in this story really know
the truth about what happened?

2. On the whole, do you consider this story complete (that

is, you were told all you needed tc know)?

3. Do you think this reporter might not have had access to
important facts that would change the story
significantly?

4., Do you think there may be more to this story than the

news article made it appear?

5. Do vou think the reporter may have been misled by any of
the sources?

Expertise:

6. Do you think the reporter was an expert on this topic?

7. Do you think this newspaper could-.have gotten some of the
facts wrong on this story?

8. Do you think the reporter was competent (capable of doing
a good job)?

o)




Measures Included in Personal Perspective & Perceived Bias
Index

| Personal Perspectives:

1. On the whole, do you consider this story biased in any
way?

2. Do you think this newspaper sensationalized any aspects
of the story?

3. Do you think this newspaper trivialized any aspects of
the story?

Perceived Bias:
4. Do you think the story portrays everyone involved
fairly?
5. Do you think the reporter may have been biased in any
way?

Measures Included in Print Media Index

1. I usually read a magazine (never to more than once a
day).

2. How much of the news in the newspaper do you usually read
each day? (none to almost all)

Measures Included in Political Efficacy Index

1. What happens in the government will happen no matter what
people do. It is like the weather--there is nothing
people can do about it. (strongly disagree to strongly
agree) .

2. There are some big, powerful people in the government who -
run the whole thing and don't care about ordinary
people. (strongly disagree to strongly agree)

3. People like me don't have any say about what the

government does. (strongly disagree to strongly agree)

4. People in the government don't care what people like me
think. (strongly disagree to strongly agree)

5. Citizens don't have a chance to say what they think about

running the government. (strongly disagree to strongly
agree)




QN Ok I DN

Measures Included in Political Communication Index

How many times during the past two weeks have you talked
with someone about the news or politics? (never to more
than 7 times)

How many times during the past two weeks has someone else
tried to make you agree with them about an issue in the
news? (never to more than 7 times)

Do you like to talk about politics, or is it something
other people bring up? (others bring it up to I bring

it up)

People should keep themselves well informed about what
goes on in the government and politics. (strongly
disagree to strongly agree)

How often do you find yourself talking with people whose
ideas about politics are different from yours? (never
to very often)

If that happens, how often do you try to convince the

other person to agree with you? (never to very often)

How much do you talk about the news or politics at home
with your family? (never to very often)

How much do you talk about the news or politics with your
friends? (never to very often)

Measures Included in Political Knowledge Index

Who is the governor of State?

Who are the United States senators from State?
Who is the U.S. Vice-President?

Who is the U.S. Secretary of State?

What are the three branches of the U.S. government?

Who is the president of university?

o
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1.Indeec., by coincidence, stories remarkably similar to several.
of those created for the purpose of this experiment appeared in
the news media shortly before or after the study took place.
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Assessing U.S. Television’s Media Imperialism:

An Exercise in Theory-Building

ABSTRACT
The concept of media imperialism is problematic because it is
difficult to measure or disprove. Media imperialist writers often
describe what appears to be a simple cause and effect relationship
between U.S. television’s global presence and its perceived
influence. A quantitative method of measuring the existence and
extent of media iwmperialism in the 19908 would offer new
posesibilities for evaluating an old concept. This paper focuses on
five gatekeeping mechanisms that regulate U.S. television’s effects
around the world: global satellite restrictions, national
gatekeeping policies, marketplace competition, individual program
choice, and cultural value holding. The suggested relationship
between U.S. television's presence and its measurable effects is
determined by availability, accessibility, audience attention,
understanding, and value change. These five criteria can be used
to quantify U.S. television’s media imperialism. Models of the
gatekeeping mechanisms and the exposure-effects relationship

illustrate the method’s main points.
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Assessing U.S. Television’'s Media Imperialism:

An Exercise in Theory-~Building

The concept of media imperialism appears to be ch#nging in an
age of increasing media choices, especially the media imperialist
view of television. Developing technologies during the last 20
years have opened up new possibilities for pluralism in television.
The expansion of satellite delivery systems, a proliferation of
channel choices, and the growth of local production capabilities in
nations around the world have affected the relationship between
dominance and pluralism in television programming. This paper is
an exercise in theory-building in one area of hegemony theory, the
concept of media imperialism as applied to U.S. television exports.

The United States produces more communication through
computers, satellites, movies, telephone networks, and broadcasting
than any other nation (Dizard, 1989). The most visible evidence of
America’s media production globally is television; the United
States has been the world’s leading producer and exporter of
television programs for more than 30 Yyears (Collins, 1988j).
Critics have called America’'s global television penetration a form
of media imperialism that can lead to culture shock and cultural
dominance in other countries (Lee, 1979; Schiller, 1989; Wells,
1972), and the terms media imperialism and cultural imperialism are
used almost interchangeably in much of the literature. Narrowly
defined, imperialism is "the practice or advocacy of seeking to
extend the control, dominion, or empire of a nation" (Webster's).

Schiller described U.S. media as a wedge to open up other cultures
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to America’s language, consumer products, political beliefs and
economic system (1970, 1976, 1986, 1989).

Tunstall (1977) questioned the television imperialism thesis
as a possible exaggeration of the power and influence of American
television; such questions seem even more appropriate today. The
reach of American television has been compared to an electronic
empire, but assessing U.S. televisicn’s global influence has become

more complex than in years past.

Measuring Media Imperialism

A lack of operational definitions and corceptual explication
of media imperialism creates problems in applying the concept to
specific situations. Even the interchangeable nature of the terms
"media imperialism" and "cultural imperialism” may be confusing.
Proof of media imperialism would seem to require gquantitative
measures. In examining the lack of empirical models for
international mass communication research, Chaffee (1992) focused
on the importance of measuring some kind of change to establish
media effects. And if media effects are claimed, researchers can
strengthen their claims by telling what specific content audience
members have been exposed to that has led to changes (Shoemaker &
Reese, 1990). Without an empirical base, the association of
television’s presence in some part of the world with "hegemonigtic"
effects implies a causal relationship that is difficult to measure
or to disprove. A guantitative method of measuring the existence
and extent of media imperialisn'would offer new possibilities for
evaluating an old concept. A key to this effort is the explication
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of television’s measurable effectg in a normative theory cf media
imperialism.

The concept of media imperialism today could encompass many
areags of transborder data flow such as international computer
networks (Hamelink, 1984), worldwide telecommunications and
telephone linkups (Elbert, 1990), global tourist flow (Mowlana,
1986), or even overseas theme parks (Schiller, 1989). Researchers
have studied several areas of U.S. competitiveness in global
information handling without touching on how American irfluence
leads to measurable effects on individuals (Elbert, 1990;
Jussawalla & Cheah, 1987). Many of the communications technologies
in use today did not exist when Schiller (1970) wrote about the
"global American eslectronic invasion" more than 20 years ago.

The focus of this paper is on measurable changes in individual
values that can be linked to U.S. television. Values may be
thought of as "prioritized end states of existence" or "prioritized
modes of bYehavior" (Ball-Rokeach, Rokeach, & Grube, 1984, p. 26),
and viewing U.S. television programs has been shown to influence
changes in some traditional values (Tan, Tan, & Tan, 1987).
Traditional values also may be changed by television programs from
countries other than the United States. but American television is
examined here because of its dominant world presence and its
central position in hegemony theory.

Specific television effects on individuals in a given cultural
setting should be a central focus of the debate over media

hegemony. The concept of measurable effects is a cornerstone of




cultivation theory and social learning theory; it should be
included in claims of media imperialism as well. In studying
television'’s influence, cultivation researchers have noted the
cultural divide between the effects of all previous communications
technology advances and the changes brought by television:

We begin with the assertion that television ig the

cultural arm of American society...a force for

enculturation rather than as a selectively used medium of

separate "entertainment” and "information" functions.

(Gerbner & Gross, 1976, p. 175)

The cultivation view of television asserts that television
creates measurable audience effects through the use of repeated
themes. The Gerbner group’s long-running series of studies added
to the empirical data and to the debate over how television effects
should be measured. Bandura’s studies in social learning theory
(1977, 1978) reported that humans can learn through observation as
well as experience and that people may "model" behaviors portrayed
on television, especially when such behaviors are rewarded or
reinforced. In the 19908, an in-depth literature review of
television studies sponsored by the American Psychological
Association noted the subtle and continuous nature of television
influence (Huston, et al., 1992). Another review of television
effects studies by Signorielli (1991) stated that children learn
from television through the medium’s "warped view of reality and
demography" (p. 67). These studies and reviews place a heavy

emphasis on empirical data abouf television effects. Without
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empirical data, assertions of U.S. television influence among other

cultures often appear argumentative or anecdotal.

The Theoretical Position of Media Imperialism

A typical history of.communication development outiines at
least four important stages: language acquisition, development of
writing, use of the printing press, and the appearance of
electronic communication tools from the telegraph and telephone to
modern communication satellites (Nordenstreng & Varis, 1973). The
final step in communication development is where many scholars
believe the relationship between audience and communicator has
experienced the most universal and most powerful change; satellite
television now offers the possibility of a global audience for a
single communicator (Dizard, 1989).

Global satellite communication in the hands of a few may sound
hegemonistic, but new technology also offers possibilities for
pluralism and grassroots participation in communication (Mowlana &
Wilson, 1990). Much of today's diécussion of media imperialism
focuses on whether technology diversification is increasing media
pluralism or creating more opvortunities for hegemony.

McQuail (1987) has classified media imperialism as one of five
main versions of the proposition that media as culture are "primary
moulders of society as well as reflectors of it" (p. 86). All five
of these views use the concept of enculturation of individual
members of society through media exposure. The five versions of
thig idea are: individual value change; media operating as an
"engine of change"; technological or media determinism; cultivation
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theory; and cultural imperialism, which views media as channels for
the introduction of modern or western values to less developed
societies at the expense of traditional values in those societies
(McQuail, 1987).

Innes (1951) chronicled the ways in which the dominant medium
of communication influences the flow of history, from the
secularization of writing in papyrus-dominated Egypt to the
printing press and popular journalism of 19th-century America.
#dcLuhan and Powers (1989) used the concept of television as the
modern world’s dominant medium of communication to predict a
"global village" in which all nations will share a culture shaped
by the electronic marriage of television with satellites.

According to this view, the first stage of the journey toward
a global village will have been completed when the world’s many
cultures share a visual syntax of slow-motion effects, standardized
camera shots, and commercial bréaks (Snow, 1983), a condition that
requires wide exposure to television. |
Copponents of Media Imperialisp

Most examinations of media imperialism include both a cultural
and economic component of the message flow taking place between
developed and developing nations (Lee, i979; Schiller, 1970, 1976,
1989; Wells, 1972). For example, Schiller (1970) asserted the
developing world was under an "electronic siege"” that threatened
the cultural integrity of all "national, regional, local or tribal
heritages" (p. 109). Lerner (19258) outlined a relationship in

which industrialization led to urbanization, which promoted
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literacy, which had a tendency to raise media exposure, leading to
increasing participation in economic and political 1life, and
dramatic cultural changes.

The concept of media imperialism also has been used to define
media links to cultural characteristics such as modernization,
development, and attraction to consumer goods. Many of these
linkages are based oan the premise that communication operates as a
powerful carrier of culture through simple exposure to messages
from outsidu sources.

Early indexes of media exposure have included sources of
news, media habits, and socioeconomic characteristics (Lerner,
1958). Later indexes of exposure to foreign advertising and
consumer goods included measurements of international spending by
U.S. advertising agencies, direct U.S. investment in foreign
countries, and American ownership of overseas broadcast properties
(Wells, 1972).

Altschull’s (1984) examination of world information flows
included newspaper circulation figures and citizen ownership of
television and radio receivers in other countries. All of these
measurements help develop a picture of the global flow of
information, but information flow to audiences should not be
confused wiih message effects such as personal value changes which
involve a link between communication and chnltural change at an
individual, psychological level.

Gerbner (1977) defined communication as "interaction through

messages bearing man’s notion 2f existence, priorities, values, and
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relationships" (p. 199), a definition that includés both the
cultural and psychological components of communication. Because
language is a part of culture, communication can be analyzed as "a
process through which a particular culture is represented,
maintained, or transformed" (Corcoran, 1987, p. 3).

Schneider {1976) defined culture as a system of symbols and
meanings concerned with "premises, statements, postulates,
presumptions, propositions, and perceptions about the nature of the
universe and man’s place" (p. 203}).

Communication carries culture through language, patterns of
behavior, and activities that can be modeled, a process that is
irreversible once a receiver has been affected by a message (Porter
& Samovar, 1985). All of these definitions indicate culture can be
learned by exposure to media. The media imperialist thesis should
include a method of measuring and quantifying the cultural effects
of media exposure.

Much of what critics such as Schiller (1876, 1989) have
written about American media imperialism has focused on media
interactions with modernization and social development. Lee (1979)
defined media imperialism as "cultural jmperialism" involving four
elements of modernization and social development:

(1) television program exportation to foreign countries;

(2) foreign ownership and control of media outlets;

(3) transfer of metropolitan broadcasting norms and

jnstitutionalization of media commercialism at the

expense of public interest; and




(4) invasion of capitalistic world views and infringement

upon the indigerous way of life in the recipient
nations. (p. 68)

To fully assess the media effects of Lee’s four elements, a
researcher would have to develop operational definitions of terms
such as "invasion of capitalistic world views," and "infringement
upon the indigenous way of life," as well as ways of measuring
these elements in the field.

Wells (1972) called the concept of media imperialism "picture-
tube imperialism." He defined two key economic components of the
drive for social development through communication as consumerism
and producerism, processes that impel traditional societies to
consume more of the world’s material culture and produce more goods
in the non-consumerist sectors of traditional economies.

It is possible to define and measure consumerism through
product sales indexes, but it is much more difficult to define
media imperialism itself; definitions of a cultural phenomenon are
predictably culture-bound. Different media thecries produce
different definitions of media roles and effects in the world
television culture.

These assessments of U.S. television’s media imperialism have
been problematic, but quantitative measurements of individual value
changes offer a clearer picture of cultural impact and media
effects. Studies that look for cultural effects of media such as
adoption of specific non-traditional values {(e.g., Tan, Tan, & Tan,

¢

1987) may be the most viable way of measuring message effects in




developing nations. As a theory-building exercise, it seens
important to define areas of inquiry about the concept of media
imperialism that can be quantified and measured objectively.
ow itative

For the purposes of this paper, U.S. television’s cultural
imperialism is defined as measurable effects of American television
messages on the values of individuals from a non-American culture.
Five areas of inquiry are proposed, operafionally defined as levels
of gatekeeping or thresholds of message accessibility. The five
"gates" may be pictured as a series of locks in a canal, opening
sequentially to allow television message flow to reach audience
members downstream (Figure 1). Flow constrictions at any of these
gates restrict the potential effects of U.S. television messages.
Gatekeeping begins at the macro, or global message distribution
level, and ends at the micro, or individual viewer effects level.

In descending order, the five levels are: global satellite
restrictions, national gatekeeping policies, marketplace
competition, individual choice, and cultural value holding. These
five limitations on U.S. television reception and effects pose
formidable barriers to widespread culitural changes among the total
available international audience. At each level, some measurable

change must occur to increase or decrease the message flow.

The World Gatekeeping System
The most effective way of reaching a global audience is
through global satellite networks. Television stations around the
world receive programs in other ways, but for sweeping events such
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ags the live broadcast of the Persian Gulf war, a world satellite
system has the greatest potential for presenting an American
viewpoint (Kellner, 1992). Where satellite reception is not
possible, delivery of .U.S. television programs becomes more
difficult. Belize, for example, depends alnqst entirely on U.S.
satellite television to fill its program schedule (Lent, 1991).
Other global satellite limitations include a possible shortage of
prime satellite locations in space (Dizard, 1989), the inability of
some receiving nations to pay expensive satellite rates, a lack of
American involvement in direct broadcast satellite (DBS) networks
relative to other nations (Gross, 1990), and the desire of some
countries to shut out foreign satellite broadcasts (Mwaffisi,
1991).
The i o S

For a time, America held absolute hegemony in instant global
communication as the only nation with geostationary satellites, but
the COMSAT Act of 1962 moved satellite communication toward
pluralism. By the mid-19808 COMSAT’s successor, INTELSAT, served
more than 170 countries (Demac, 1986), and by 1987 the number of
satellite channels had grown from 150 to more than 100,000
(Tedeschi, 1989).

Increases in channel capacity and the number of nations

communicating by satellite are examples of the ways technology can
influence a move from dominance to pluralism. Developing countries

such as Mexico, India, Indonesia, Brazil, and China now own and

" operate satellites (Demac, 1986). Some scholars have argued that
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developing nations only increase opportunities for U.S. hegemony by
purchasing their own satellite systems (Madrid, 1988; Mody &
Borrego, 1991), but these arguments are largely economic and do not
include data on media effects. India’s national satellite, for
e#anple, appears to have increased the flow of indigenous
programming (Singhal & Rogers, 1989).

As more nations gain satellite capabilities, they can decrease
their communications dependence on the United States and reduce the
potential fof U.S. television’s cultural imperialism. Nations can
produce and distribute programs to local audiences via satellite,
without having to use American programming to fill time schedules.
Restfictions on the amount of U.S. programming easily available by
satellite form an index of gatekeeping at a global level.

Natio visio tekeepi Po

Below the global level, many nations have explicit regulatory
policies or implicit national broadcasting goals that restrict U.S.
television imports. Two opposing forces at work at the national
level are desires to avoid the influence of American culture and
the economic pressures that make American programming financially
attractive. National gatekeeping policies also are affected by an
increasing number of channels that requife programming (Silj,
1992), global VCR distribution (Boyd & Straubhaar, 1985), the
expansion of satellite reception capabilities (Cuthbert & Hoover,
1991), and television "pirating" practiced by cable operators and

satellite dish owners (Lent, 1990).
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Both developed and developing nations have tried quotas or
restrictions on foreign program imports. The Europehn countries
have a long history of trying to restrict American imports
(Collins, 1988), and the European community is working to formalize
and tighten controls on imported American programs in the 1990s
(Carveth, 1992). In the early 1980s, regtrictions such as those in
Great Britain held the amount of U.S. programming in Western Europe
to roughly 12% of the total schedule (Figure 2). Recept increases
in the number of European channels and a move to some around-the-
clock television schedules in Europe have added to the demand for
foreign programming. As French television extended hours of
operation and expanded from three to five channels during the late
1980s, foreign programming -- much of it American -- began to take
up to 75% of broadcast time on some channels (Silj, 1992).

Nigeria encouraged local prpduction of programs by ruling that
70% of all programming had to be produced in Nigeria (Kinner,
1988). Saudi Arabia limits television imports from the United
States (Lee, 1988), but widespread ownership of videocassette
recorders offers a way to evade strict national viewing policies.
Remote areas of Egypt, Nigeria, Saudi Arabia, Kuwait, and India
have received programs through VCR use that were more "Western-
culture-oriented"” than programs available to other citizens who did
not have VCRs (Boyd & Straubhaar, 1985). Arab social and economic
elites have come to expect some English-language or American

programs on their national systems; some U.S. television programs
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appear on all Arab systems, including Saudi Arabia, which has an
English-language channel (Boyd, 1993).

The siruggle to avoid U.S. television imports is particularly
difficult for neighboring nations such as Canada, Cuba, and the
Caribbean countries, where attempts to limit U.S. imports have met
with varying degrees of success (Lee, 1979; Lent, 1988; Lent,
1991). As the world’s largest exporters of television programs,
U.S. producers can use an economy of scale to sell programs to
other countries at a price below the cost of production in any
nation (Dunnett, 1990). A combination of high production values,
low cost, and low cultural resistance in some countries makes U.S.
television almost irresistible to overseas broadcasters with
schedules to fill, even though American audiences are very
resistant to jimported programs (Browne, 1989; Hoskins & Mirus,

1988, Varis, 1988).

American production and distribution advantages, and the
television economy of scale are often cited in discussions of media
imperialism, but national policies on program imports can limit
audience accessibility to U.S. television content. These national
gatekeeping restrictions should be included in evaluations of U.S.
television’'s media hegemony.

Marketplace Competition

Even where national policies do not restrict the flow of media
imports, marketplace factors may form another barrier. Advertisers
may prefer to sponsor locally-produced programs as a more effective

way of reaching target audiences than placing advertising in an
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imported program. In these situations, imports are limited at the

channel "headend," or marketplace level. Audiences usually prefer
programs produced within national borders when those programs are
available (Hoskins & Mirus, 1988).

Where a country has a well-developed advertising industry, a
strong consumer market for national advertising, and a substantial
amount of local production, U.S. programs are likely to take a back
seat to national programs. Such was the case in Great Britain
where "Coronation Street" was much more popular than "Dallas,"
(Collins, 1988) an import of the same genre.

Less developed countries in the Western Hemisphere offer
additional evidence of ‘"marketplace gatekeeping." Brazilian
viewers and advertisers overwhelmingly prefer national productions
to imported television (Kottak, 1991). Broadcasting receives more
than half of national advertising revenues in Brazil (Oliveira,
1991), which gives Rede Glooo, the largest network in Brazil, a
very strong financial position. Brazilian telenovelas dominated
popular prime-time slots in the 1980s, while American shows were
pushed. to the less popular schedule times (Oliveira, 1988).

In the Dominican Republic, rum and tobacco industries target
audiences for their products by advertising heavily on locally-
produced shows (Straubhaar & Viacasillas, 1991). Money from
national advertisers and the smaller, cheaper, higher-quality
television production equipment available today have combined to
weaken the Dominican Republic’s dependence on imported U.S.

programs (Straubhaar & Viscasillas, 1991). National dance programs
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and other local features are becoming more popular despite the
Dominican Republic’s close geographical location to the United
States and a significant amount of American programming.

Marketplace forces also may work in favor of American
televisicn imports. Competition for viewers among Malaysia’s
government and private television stations in the 19808 led to a
much more westernized program schedule and more American television
imports (Adnan, 1991). Another way marketplace forces may work in
favor of U.S. television's hegemony is by creating overseas copies
of American shows. Many producers in Europe have adopted American-
style formats to meet the challenge of low cost, high-technical-
qual:.ty U.S. programs (Silj, 1992). Thus, marketplace factors are
another gatekeeping level that can either restrict or increase the
hegemonistic impact of U.S. television.
Individual View choi

individual viewers also may reject U.S. programs for a variety
of personal reasons, including language and cultural barriers.
Just as Americans have shown a history of rejecting dubbed or
subtitled foreign programs, viewers in other countries may find
dubbed or subtitled story lines too difficult to follow. While
cultural elites in non-English speaking.countries like Mexico often
enjoy American cable television broadcasts in English (Oster,
1989), viewers prefer programs in the language they use in casual
conversation (Barnett, Oliveira, & Johnson, 1989). Accents and
individual word meanings also become a problem when U.S. programs

are dubbed into a foreign language. An American program dubbed
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into Spanish and shown in neighboring Mexico, for example, may

provoke hoots of laughter from audience members who do not share a
common culture (Ranucci, 1988).

Even where factors such as high production values and quality
dubbing into the local language are present, viewers may choose
local programs over American offerings because of cultural
differences. Japan offers an example of a typically American
preference for nationally-produced programming. With the exception
of U.S. viewers, Japanese viewers usually watch fewer imported
programs than any television audience in the world; about 96% of
all Japanese commercial programs are produced in Japan (Kitatani,
1988). At a time when the U.S. program "Dallas" was at its
worldwide peak of popularity, airing in more than 100 cquntries, it
was cancelled after only six months on Japanese television (Liebes
& Katz, 1990). British audiences enjoyed "Dallas," but "Dallas"
ranked 11th among the 50 highest audiences in May, 1983, when the
show was very popular around the world (Collins, 1988). Indigenous
television programs in India reached all-time peaks of popularity
by choosing national cultural themes, even though many Indian
viewers are proficient in English and familiar with American
television programs (Singhal & Rogers, 1989).

U.S. television may enjoy widespread market penetration around
the world, but viewer preferences help pinpoint how much of the
programming is actually seen by audiences. While some viewers may
watch almost anything simply to fill unstructured time (Kubey,

1986), audience research indicates that people can be very
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selective in their viewing (e.g., Rubin & Perse, $1986). Program
ratings offer empirical measurements of individual choice that are
helpful in assessing the hegemonistic role of American television.
Cultural Valuye-Holding

Viewers who watch media imports also report varying levels of
television influence and cultural effects after exposure. Cultural
value-holding has been measured in studies around the world. For
example, a study of Algonkian Indians in Canada found the Indians
more likely to absorb American-style cultural messages than other
audience members with FEuro-Canadian backgrounds and longer
histories of television exposure (Granzberg, 1982).

Payne and Peake (1977) concluded that U.S. television had only
minimal effects in generating favorable attitudes toward the U.S.
among Icelanders shortly after the arrival of American television
in the 1960s. Many respondents preferred Icelandic television as
soon as it became available.

A study of American television’s cultural impact in the
Philippines examined the personal values television may be changing
among young people (Tan, Tan, & Tan, 1987). The researchers
reported frequent viewing of American television prograas was
related to at least some erosion of traditional Filipino values.

A study of Belizean young people’s desire to emigrate to the
United States found interpersonal communication more important than
media influences. The 11 to 19-year-olds surveyed were more likely
to be positively influenced to emigrate by relatives living in the

United States than by media exposure (Snyder, Roser, & Chaffee,
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1991). Yowever, U.S. television viewing was positively and
significantiy related to a desire to emigrate (Chaffee, 1992).

In Australia, children who watched more U.S. television were
more likely to worry abput the possibility of crimes of violence in
their own country (Hawkins & Pingree, 1980), but a simila: study of
viewer effects in Great Britain failed to find the same pattern of
fear (Wober, 1978).

These studies indicate American television programs can cause
measurable changes in cultural values and world views under certain
conditions, but the changes are not described adequately in a
simple television exposure -~ television effects relationship.
Factors such as age, income, and education have been shown to
affect thé individual needs met by televigsion among American
viewers (Robinson & Kohut, 1988; Self, 1988; Yum & Kendall, 1988),
so there is no scientific reason to lump viewers in other countries
together as a mass audience under the hegemonistic spell of
American television. The five levels of gatekeeping described
above may restrict or regulate television’'s cultural effects on
individual viewers. An empirically-based method of reporting
changes in (1) media conditions and (2) viewer values affected by
media offers a strategy for identifying the hegemonistic factors at

work among overseas audiences.

Modeling the Exposure-Effects Relationship
A model of the relationship between the total outfiow of U.S.
televigion to the rest of the world and the possibilities for
adopting American values as a result of that outflow is shown in
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Figure 3. The relationship between exposure and effects can be
summed up in the equation:

E = Al + A2 + A3 .+ U + V, where E represents measurable

effects;

' A, represents U.S. television availability;

A2 represents audience accessibility to U.S. programs;

A3 represents audience attention to those programs;

U represents at least marginal understanding of program

content; and

V represents value change as a result of exposure.

The relative positions on the exposure-effects axis cf some of
the nations where television effects have been studied are included
in the model shown in Figure 3. The positions of these nations in
the model are, of course, approximations to illustrate the
exposure-effects relationship. Individuals, not nations,
experiehce value changes; the model offers a look at the potential
for value change.  For example, many parts of Africa are not
reached by television, U.S. or otherwisg, and television set
ownership is very low or non-existent. In these situations,
traditional value-holding is expected to remain unaffected by
television until direct broadcast satellite 2etworks, VCR
ownership, or other factors change the outlook.

The model shows that U.S. television can be expected to have
a weak effect on the traditional values of viewers in Japan, who
watch few imported programs while viewing very high amounts of

Japanese television. Americans, on the other hand, have a high
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potential for significant cultural effects as a result of high
exposure to U.S. te.evision. The situation is much different in
Belize, which is almost totally dependent on U.S. imports (Lent,
1990).

The potential for U.S. television’s cultural effects appears
to be most powerful in countries where English is widely spoken,
U.S. television exposure is high, and the host country’s television
industry is relatively weak or non-existent, conditions which
prevail in Belize and some Caribbean countries {Lent, 1991).
Canada (Granzberg, 1982), Australia {(Hawkins & Pingree, 1980), and
the Philippines (Tan, Tan, & Tan, 1987) offer other examples of
countries where the exposure-éffects model has been studied
empirically and where television effects are related to the
widespread use of English and availability of U.S. programming.

Opportunities for effects may be altered by global satellite
links, national policies, 1local media programming, audience
choices, and the strength of cultural values. The pattern found in
many countries is that where nationally produced programs are
available in sufficient supply, the American programming presence
usually diminishes, and along with it, the opportunity tor American
television to have significant effects among viewers (Head, 1985).
In these situations, American programs are used as filler for the

legs-watched hours of the schedule.

Conclusion
Media imperialism as a normative theory takes on new
dimensions as multinational corporations contribute to changes in
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national loyalties, media ownership, and program production and

distribution. If an expanding, competitive European television
market is producing more and more programs based on American
formats, are these shows European or American -~ indigenous or
imperialist? If Latin-owned media conglomerates buy interests in
American broadcasting companies to market Spanish-language
television programs in the United States, are these programs
American, Latin-American, or part of a new world television
culture? One media imperialist view forecasts a world culture
dominated by hegemonistic transnational corporations using a global
communications grid tc manage the world’s resources, development
and culture (Schiller, 1986).

Other scholars believe the developed world’s increasing media
power and technical capabilities will have pluralistic effects.
McLuhan and Powers (1989) see indigenous cultures served by new
technologies where "hundred channel cable systems will be divided
up by culture and language" (p. 84-85), a sort of technological
tower of Babel in reverse. The positivist view claims that
information technology will break up global culture into a polyglot
society where satellites and telematics will combine with
educational initiatives to offer developing nations a wealth of
tailored solutions to problems with family planning, health and
hygiene, agriculture, and teacher training (Hamelink, 1984). 1In
this view, the rapid buildup of information technology will serve

to break down media imperialism.
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Without careful qualification of television effects,
theoretical definifions of media imperialism may depend on an
individual’'s view of what constitutes an appropriate national media
policy. Media-poor natiéns and media~rich nations define the
concept of media imperialism according to national orientations.

Individuals may define the concept according to their opinions.

U.S. television is a significant element of the world’s
information future. U.S. television’s media imperialism may be
operationalized and measured at the series of gatekeeping points
outlined above and through the ongoing study of enculturation
effects in other countries. A great deal of research suggests that
where U.S. programming is limited by national policies, legal
const'traints, economic incentives, production and marketing factors,
or audience motivations, the influence of American television
declines. Economic incentives create a large flow of U.S.
television programming for worldwide export. The effects of this
flow, however, are controlled by several levels of gatekeeping that

regulate U.S. television’s cultural imperialism.
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Media Coverage of Soclal Protest:
An Examlination of Medlia Hegemony

introduction

All social movements are, to some extent, dependent on the mass media for their
success and proliferation (Gitlin, 1980; Lauderdale, 1980; Morris, 1973 ). While
media coverage is certainly not the only means by which social movements can thrive
and grow, those that strive for mass support often seek out media coverage to facilitate
recruitment and to explain their positions on social issues to the general public. Thus,
media representation of events such as protest marches can have significant impact on
the ability of sponsoring groups to popularize their movements.

A hegemonic approach to mass media examines the ways in which media decisions
about what is news and how it should be covered help to support orthodox ideology. This
approach predicts that news events which represent values in opposition to the status
quo will be suppressed or presented in such a way as to delegitimize alternative values
(Gitlin, 1980; Lauderda’a, 1980; Shoemaker & Reese, 1991).

Social protest marches, by definition, are designed to challenge society's status
quo. Their objective is often to lobby in the realm of public opinion for changes in faw
or policy. Because they generally advocate social and political change, protest marches
often represent a threat to the dominant social or political ideology. Not all protest
maiches, however, are equal in their degree of challenge to the established social order.
It is likely that some social movements (and by extension the marches they sponsor)
represent a greater threat than others. A hegemonic approach to media content would
predict that the greater a march's threat to the established social order, the less

prominently, substantively, and positively the press will cover it.
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This study tests the hegemony hypothesis by examining media coverage of three
massive protest marches in Washington, D.C.: The "March on Washington for Gay and
Lesbian Rights” in October 1987, the pro-chbice "March for Women's Equality,

Women's Lives" in April 1989, and the anti-abortion "March for Life" in April 1990.

SUPPORTING LITERATURE

A growing body of literature in communication research considers media content
as a dependent variable. Rather than focusing on the effects of media content, such an
approach examines the manner in which content is influenced by factors both inside and
outside media organizations. Research in this vein has studied elements such as the
characteristics of individual journalists and editors, influences of media routines and
organizational factors, and influence from outside the media. The study presented here
examines the influence of ideology on mass media content and argues that media
institutions function, aibeit often unintentionally, as agents of social control.

Altschull (1984) argues that access to the mass media is denied to groups that
operate outside the accepted social and political boundaries of society. By denying access,
he says, the media "serve as significant instruments of social control* (p. 128). Gitlin
(1980) considers the mass media as institutions which function as an ideological force
engaged in protecting and perpetuating the established social order. The mass media, he -
argues, are a "significant social force in the forming and delimiting of public
assumptions, attitudes and moods--of ideology, in short* (p. 9). Gitlin frames his
analysis of media coverage of social protest in hegemony theory, which argues that those
who control social institutions perpetuate their power by popularizing their own

philosophy, rendering it "unchallengeable, part of the natural order of things" (Boggs,
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1976, p. 39). As members of society's elite, Gitlin argues, owners and managers of the
major media "are committed to the maintenance of the going system” (p.258).
Subsequently, it is in their best interest to limit the boundaries of social discourse and
to minimize the impact of dissent.

Shoemaker and Reese (1991) also offer hegemony as a theoretical perspective
from which to examine influences on media content. As they describe it, the hegemonic
function of media institutions operates by "continually producing a cohesive ideology, a
set of commonsensical values and norms, that serves to reproduce and legitimate” the
existing social structure (p. 194). The media do so by "marginalizing and
delegitimizing voices that fall outside the dominant elite circles” (p. 195).

As Gitlin (1980) points out, groups seeking to expose their causes to a wide
audience often engage in the strategy of "making news" to capture media attention. One
such method of making news, popular since the civil rights movement on the 1960s, is
the organization of protest marches in Washington D.C. While these events serve a
number of purposes, such as providing a sense of solidarity and momentum for event
participants, their primary purpose is to attract media attention and to attempt to earn,
by virtue of the number of participants, legitimacy for their cause. Media attention,
however, does not always equal media legitimation. As a number of studies have shown,
subtle media machinations can actually serve to delegitimize groups and their causes.

Shoemaker (1984) examined the role of mass media in delegitimizing "deviant”
political groups. Comparing newspaper coverage of groups to journalists' perception of
their level of deviance, she found a linear relationship between a group's perceived
deviance and the media's portrayal of it as a legitimate political group. The greater the
perceived deviance of a group, the less legitimately it was portrayed. Shoemaker
reported that coverage of groups perceived to be deviant was both less prominent and

less positive than coverage of groups not perceived to be deviant.
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Several studies have focused specifically on media-coverage of social protest.
Martindale (1989) found that press coverage of black protest in the 1960s presented an
abundance of information on various aspects of protest marches, but ;: offered very
little explanation of the causes of protest (i.e., conditions the protests were aimed at
changing). She argues that media inattention to the underlying causes of a group's
protest serves to obscure the legitimacy of their social grievances. Thus, she concludes,
media coverage of black protests in the 1960s, by presenting information out of context,
did blacks a disservice by causing them to appear to be "unreasonable, aggressive and
demanding” (p. 921).

In her study of media coverage of a 1976 Philadelphia march protesting the
Bicentennial celebration, Lauderdale (1980) found that the event was largely ignored by
the media, despite the presence of thirty-five to forty thousand participants. The lack of
coverage of the march effectively defined it as a nonevent for the vast majority of
Americans. Thus, Lauderdale argues, press inattention *may be an effective means of
social and political control* as it fimits the ability of the public to respond to a collective
event or social movement (p.88).

Gitlin's (1980) study of the Vietnam-era anti-war movement offers an
extensive analysis of media coverage of social protest. He argues that the mass media,
operating as protectors of the ideological status quo, delegitimized the New Left by
presenting the movement and its participants as deviant, as threats to the established
social order. The media, he argues, employ strategies such as selective coverage,
omission, and an over-reliance on "official® points of view to invalidate opposition
causes.

Olasky (1988) also accuses the media of unfair coverage of social movements
that are in opposition to the status quo--in his case, the anti-abortion movement.
According to Olasky, journalists’ *cozy relation to power" (p. 150) causes them to

delegitimize one cause (anti-abortion) in the course of championing another (pro-
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abortion). Like Gitlin, Olasky identifies selective emphasis and omission as means by
which the media misrepresent oppositional social movements.
This study examines media coverage of three marches on Washington D. C. By
their very nature, marches on Washington are designed to establish, via the media, a
forum for ideas and opinions which are often in direct conflict with the established social
and political norms of society. Hegemony theory argues that dominant social institutions
are actively engaged in perpetuating the ideological status quo. Thus, the media, as a
representative of the elite, have a stake in silencing voices of protest. One way to
achieve this goal is to delegitimize, through various means, the presentation of
alternative viewpoints.
In order to test the media hegemony hypothesis, this study tested the following

three hypotheses:
(1) The greater a group's challenge to the established social order, the less

prominently the media will cover it.
(2) The greater a group's challenge to the established social order, the fewer

references the media will make to causes for the group’s protest.
(3) The greater a group's challenge to the established social order, the less

positively the media will characterize it.
(4) The greater a group's chalienge to the established social order, the more the

media will use strategies of omission and selective emphasis to delegitimize the

group's activities.
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Methodology

The Independent varlable

The "March On Washington For Gay and Lesbian Rights" took place in October of
1987. A crowd officially estimated at 200,000 marched in support of rights for gay
men and lesbians. The "March for Life" took place in April 1990. A crowd officially
estimated at 200,000 marched to protest the availability of legal abortion. The "March
for Women's Equality, Women's Lives" was held in April of 1989. A crowd officially
estimated at 300,000 marched in support of a woman's right to choose abortion.

Both the gay and the anti-abortion marches were, to some degree, designed to
protest Supreme Court rulings that established the legal status quo for their respective
causes. In 1973, the Supreme Court's Roe v. Wade ruling established that women had

the constitutional right to have an abortion. In its 1986 Hardwick v. Bower ruling, the

Court upheld the rights of states to outlaw sodomy. This ruling, in effect, gave states the
right to outlaw homosexuality. Thus, in terms of the legal status quo, the anti-abortion
and gay rights marches represented greater threats to the established social order than

did the the abortion rights march.

Challenge to the established social order can also be measured by considering
public opinion on issues represented by the groups under study, For this study, Gallup
Poll questions measuring public support for the groups' primary objectives
(homosexual rights and abortion rights) were examined. Polls taken in the same year of
the marches were examined, and to avoid possible effects of march coverage on public
opinion, only polls taken before each march were considered.

As predicted, Gallup Poll data showed that support for the pro-choice position

was significantly higher than that for homosexual rights or for the anti-abortion

position. In response to the question *"Do you think homosexual relations between

150




Media Covserage of Social Protest

~1

consenting adults should or should not be legal?” 33 percent said they shouid be, while .
53 percent, a clear majority, said ey should not be. 1

The following question was asked concerning abortion rights: "In 1973 the
Supreme Court ruled that states cannot place restrictions on a woman's right to an
abortion during the first three months of pregnancy. Would you like to see this ruling
overturned or not?* While this question was more specific than the one concerning
homosexual rights, it directly addressed the central issue of the abortion debate--
whether or not women should have the legal right to an abortion. A majority of those
polled supported the pro-choice position on abortion. Fifty-seven percent of those
surveyed responded that they would not like to see the ruling overturned, while 37
percent said they would.2 Therefore, in this study, anti-abortion and homosexual rights
groups are considered to be in conflict with the established social order, as defined by

the court of law and the court of public opinion.

The dependent varlables

Prominence of coverage was measured by content analysis considering four
indicators: (1) length of the article, (2) position of the article within the newspaper,
(3) position of photographs and graphics within the newspaper, and (4) position of
reference to the march within the article.

Length was measured as number of paragraphs in the article.3 Position of the
articles, photographs and graphics were coded as front page of section one, the front page

of another section, or in another location. Position of reference to the march in articles

1 Gallop Poll telephone survey. Interviewing Date: 3/14--18/87. 12% offered no
opinion.

2 Gallop Poll telephone survey. Interviewing Date: 12/18--22/83. 6% offered no
opinion.

3 Lauderdale (1980) found number of paragraphs to be highly correlated with number
of column inches
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not exclusively about the march was coded as throughout the article, only in the first
half of the article, or only in the last nalf of the article.

Causes for the event were measured as the number of references to reasons for
the event. The following guidelines, adapted from Martindale (1989), were used to
identify reference to causes: (1) the reporter explaining, in his or her own words or
quotes from the participants, what march participants were attempting to accomplish
and (2) the conditions the march was aimed at changing.1

Characterization was measured by a content analysis of evaluative words and

phrases used to describe the event and its participants. Using Shoemaker's (1984)

adaption of Osgood's evaluative assertion analysis, nouns, adjectives and phrases used to |
describe the event and its participants were assigned scores on a seven-point scale (-3

to +3). The sum of scores for each article was divided by the number of evaluative

words and phrases considered to arrive at an average characterization score for each

article. Intercoder reliability for coding characterization was .73.2

Characterization and cause were analyzed only in full articles about the marches.
Most mentions of the marches in partial articles contained only brief reference to the
fact that the march took place and were not considered extensive enough to warrant
analysis.

Media strategies of omission and selective emphasis were examined qualitatively
by a subjective content analysis of march coverage. In an attempt to provide a frame of
reference external to the media under study, coverage of the gay rights march and the
anti-abortion march in alternative media (The Advocate and Christianity Today ,

respectively) was compared to coverage in the mainstream media.

1 15% of the sample was coded for references by a second coder to establish
reliability. There was 85% agreement on number of causes per article.

2 15% of the sample was coded for characterization by a second coder to establish
reliability. Pearson's r = .7260 p < .01.
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Sample

The sample consisted of four large metropolitan newspapers (circulation over
100,000), chosen to represent different geographical areas of the United States: the
New York Times (East), the Los Angeles Times (West), the Dallas Morning News
(South), and the Chicago Tribune (Midwest). One-time events such as the marches
analyzed here are generally covered only in the few days before or after the event, so
newspaper content one week before and one week after each march was examined to

ensure that all coverage was included in the analysis.

Results

 Prominence

The hypothesis that media coverage of marches more threatening to the status quo
would be less prominent was confirmed. Coverage of the abortion rights march was
much more extensive than that of either the gay rights march or the anti-abortion
march. There were a total of 14 full articles about the abortion rights march, eight
about the anti-abortion march, and only four about the gay rights march. There were
15 partial articles (containing reference to the march but not exclusively about it)
about the abortion rights march, two about the anti-abortion march, and 10 about the

gay rights march (Table 1).
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TABLE 1

Number of full and partial articies

Gay rights march Anti-abortion march  Pro-choice march

Full Partial Full Partial Full Partial
N Articl Artic] Articl Articl Articl Artic]
Chicago Tribune | 1 1 1 1 3 1
Dallas Morning News 1 2 2 0 2 2
Los Angeles Times 1 2 2 1 4 5
New York Times 1 5 3 0 5 7
Total T g 2 V' -

The overall prominence score for abortion rights march articles was
significantly greater than the prominence scores for both the anti-abortion march and
the gay rights march (Table 2). Three newspapers' coverage of the pro-choice march
was nearly three times as great as that of the gay rights march. The Chicago Tribune
was the exception; its coverage of the pro-choice march was just under twice as
prominent as that of the gay rights march. Three of the newspapers' coverage of the
pro-choice march was nearly twice as prominent as that of the anti-abortion march.
The Chicago Tribune's coverage of the pro-choice march was more than three times as

prominent as its coverage of the anti-abortion march.
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TABLE 2
Prominence scores!

Gay Rights Anti-Abortion Pro-Choice
Newspapers : March March March
Chicago Tribune 44 22 83
Dallas Morning News 28 50 92
Los Angeles Times 47 58 133
New York Times 62 85 179
e PPt

All four of the newspapers ran front-page stories on the day after the pro-choice-
march. The gay rights march was given front-page coverage by all but the Dallas
Morning News, while only the New York Times and the Los Angeles Times carried front
page coverage of the anti-abortion march; the Dallas Morning News and the Chicago

Tribune carried the story inside section one.

Causes

The hypothesis concerning references to causes was also confirmed. All
newspapers studied offered explanations of reasons for all three protests. The pro-
choice march, for example, was described as designed to protect the right to abortion and
to send a message to the Supreme Court. The anti-abortion march was described as an
effort to reassert the movement's political strength and demonstrate its widespread
support. And the gay rights march was described as calling for civil rights for gays and

lesbians and for increased funding to fight AIDS.

! The total pro-choice march prominence score is significantly larger (p < .05) than
both gay and the anti-abortion marches.
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Maedia attention to causes for the abortion rights march, however, was twice as
great as for the anti-abortion march and nearly three times as great as for the gay
rights march (Table 3). This is, to a some extent, a function of the differences in
amount of coverage of the events. It's not surprising that a greater of articles would
produce a greater number of references to causes. The picture changes, however, when

we consider average references to causes per article.

TABLE 3
Number of causes mentioned per newspaper!

Gay Rights Anti-abortion Pro-choice
Newspapers March March March
Chicago Tribune 10 . 7 30
Dallas Morning News 18 20 27
Los Angeles Times 13 15 46
New York Times 21 39 €6
S g —— e e

The average number of causes mentioned per article about the gay rights march
is greater than that for both the anti-abortion and the pro-choice events (Table 4).

This result, however, can be attributed to the fact that the extensive coverage of the

pro-choice-march included a number of feature or "human interest" stories (e.g.,
*Celebrities to Join Pro-Choice Marchers in Capital). The New York Times also
printed a “human iinterest" story about the anti-abortion march. Because the focus of
these types of articles is more on individuals than on the march itself, they were less

likely to consider causes for the event.

1 Analysis of variance showed that the difference in total number of causes is
statistically significant at p < .05.
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When only the lead day-after stories about the event are considered, stories
which are more of a "hard news" nature, coverage of the pro-choice march, as expected,
paid more attention to underlying causes of the event. The average for all four papers'
reference to causes for lead day-afier stories was 19.75 for the pro-choice march,
15.5 for the gay rights march, and 13.75 for the anti-abortion march (Table 4).

Although the differences in day-after coverage were not statistically significant,
they were in the expected direction. On the average, newspapers conveyed greater
legitimacy for the pro-choice movement by emphasizing the causes underlying its
protest. The New York Times was the one exception; its lead day-after story about both
the gay rights and the anti-abortion marches stated two more causes per article than for

the pro-choice march.

TABLE 4
Average number of causes per article!
Total full articles about event Lead stories from day after event

Gay RightsAnti-abortionPro-choice Gay Rights Anti-abortion Pro-choice
Newspapers March March  March  March® March®  March®
Chicago Tribune 10.0° 7.0* 10.0 10.0 7.0 18.0
Dallas Morning News 18.0* 10.0 13.5 18.0 156.0 22.0
Los Angeies Times 13.0* 7.5 11.5 13.0 12.0 20.0
New York Times 21.0* 13.0 13.2 21.0 21.0 19.0
Average for mmmmmmmmmmmmmmmmm—m—m—m
all newspapers 156.5 9.38 12.07 15.5 13.75 19.75

1 Stories marked with an asterisk are actual numbers, as the paper carried only one full
article. Ali lead story ertries represent actual humbers.
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Characterization

As predicted, characterization of the events and their participants proved to be
more positive for the abortion rights march than for the anti-abortion and the gay
rights marches, although the overall differences were not statistically significant. in
general, all three marches and their participants were described positively--average
characterizations for all marches were above 0, the neutral point on the scale. The pro-
choice march, for example, was described as "a massive demonstration* and a "day of
extraordinary images." The gay rights protest was described as “upbeat” and its
participants as "optimistic." The anti-abortion event was described as a "battle for
support;* however, the anti-abortion movement itself was described as being "in
disarray."

Abortion rights march articles scored an average of +.29 per article, while
anti-abortion march articles scored an average of +.22 per article, and gay rights
march articles scored an average of +.19 per article. The difference, however, was not
statistically significant. As Table 5 shows, the difference in characterization between
the pro-choice and the gay rights marches can be mostly attributed to two newspapers:
the Chicago Tribune and the Dallas Morning News . The average characterization score
for both of these newspapers was twice as positive for the pro-choice march as for the
gay rights march. The characterization of the Los Angeles Times was only slightly more
positive for the pro-choice march, and the New York Times coverage was equally
positive for both events.

The difference between characterization of the pro-choice and anti-abortion
marches is mostly due to the coverage of the Dallas Morning News and the New York
Times. The average characterization score for both these papers was nearly twice as
positive for the pro-choice march as it was for the anti-abortion march. Coverage by

the Chicago Tribune was roughly equal for both marches, and the Los Angeles Times was
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the only newspaper in the sample that characterized the anti-abortion event more
positively than it did the pro-choice march.

Because coding of characterization considered all descriptions of the events and
their participants, the preliminary analysis made no distinction between evaluative
words and phrases used by joumnalists themselves or by their sources. To determine to
what extent journalists' own choice of words affected characterization, evaluative words
or phrases attributed to a source (either named or unn;med) were removed, and only
words attributable to journalists were analyzed. The average difference between the gay
rights march and the pro-choice march remained the same -- both scores dropped .04
points. Thus, the overall differences in the characterization of these two marches can be
attributed to journalists’ own use of evaluation words and phrases rather than to their
choice of sources for attribution. The unattributed characterization scores for the anti-
abortion march, however, dropped .09 points when attributed words and phrases were
removed, resulting in a characterization score statistically significantly different from

the pro-choice march. This indicates that journalists’ own characterizations of the

anti-abortion march were slightly less positive than for the pro-choice march.
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Newspapers March March March

TABLE §
Average characterization score by newspaper!
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................................................................................................................................................

Chicago Tribune +.12 +.26
Dallas Morning News+.12  +.16
Los Angeles Times +.24 +.33
New York Times +.26 +.14
Average for

all newspapers +.19 +.22
Omissi | Selective Emphasi

Wit ibuti Without _attribution2
Gay Rights Anti-abortion Pro-choice
March March March
+.27 +.12 +.21 +.20
+.33 +.12 +.10 +.32 -
+.29 +.16 +.13 +.25
+.26 +.19 +.07 +.22
+.29 +.15 +.13 +.24

A comparative analysis of alternative and mainstream press coverage revealed

that several elements of the anti-abortion and gay rights marches were omitted in the

mainstream press. The area in which this was most apparent was in the reporting of

crowd counts. Because one of the primary purposes of organized protests is to publicly

demonstrate the strength of a cause, reports of the number of participants are crucial to

a social movement's bid for support from the public and elected officials. And because

there are always discrepancies between the crowd counts offered by police officials and

those claimed by event organizers, the media have a choice concerning which numbers to

report. The Advocate coverage of the gay rights march reported the official Park Police

estimate of 200,000, as well as march organizers' estimate of 500,600 - 650,000,

While all four mainstream newspapers reported the official estimate, only the New York

Times included march organizers' estimate, which they reported at 300,000. The

1 Scored on a scale of -3 to +3. Zero is neutral

2 Analysis of variance showed that the average characterization without attribution
score for the pro-choice march is significantly larger (p < .05) than that for the

anti-abortion march.
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Times described the turnout as "less than the 500,000 expected,” thus framing the
march as somewhat of a failure. The Los Angeles Times also reported that the crowd was
smaller than organizers had expected, while the Advocate made no mention of the crowd
being less than expected.

Christianity Today also reported crowd counts higher than the official estimates
for the anti-ahortion demonstration. In fact, the magazine article about the march,
titled "Abortion Debate Turns into Numbers Game," focused primarily on the debate over
the official estimate of 200,000 and organizers' estimate of 500,000. ' Both the Dallas
and the Chicago newspapers reported that march organizers' crowd estimate was larger
than the official estimate, but the New York and Los Angeles papers reported only the
official estimates. The pro-choice march was the only event for which all four
newspapers reported that organizers' estimates of crowd size were larger than the
official estimate.

Another difference between the mainstream media and the alternative press was
found in the descriptions of march participants. Both the Advocate and Christianity
Today emphasized the diversity of the crowd, pointing out that marchers came *from all
walks of life." Indeed, the Advocate's coverage of the gay rights march was strikingly
similar to mainstream coverage of the pro-choice march. It included short vignettes
about individual marchers, detailing their personal struggles in the face of adversity,
and presenting them as ordinary Americans devoted to a cause. Such sympathetic
treatmeﬁt was present in the mainstream press only for the pro-choice march, and was
evidenced in feature stonas in all four newspapers which offered profiles of local
residents attending the march. The one exception was the New York Times , which
printed a feature story on the day after the anti-abortion protest that favorably
described a group of local college students who had traveled to Washington D.C. for the

march.
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Selective emphasis was also in evidence in mainstream coverage of the anti-
abortion and gay rights events. Much of the coverage of the anti-abortion march
described the movement as being on the defensive, and emphasis was on the movement's
political and legislative defeats. All four newspapers mentioned the recent Supreme
Court decision giving states the leeway to regulate abortions, a decision supported by the
anti-abortion forces. However, rather than describe the Court decision as a victory for
the anti-abortion movement, all of the papers but the New York Times emphasized the
fact that the decision had galvanized the pro-choice forces, with the implication being
that the anti-abortion movement was now in the unenviable position of playing catch-up
with the pro-choice movement. Three of the four newspapers pointed out that fhe anti-
abortion demonstration had failed to match the numbers of the previous year's pro-
choice march, leaving the reader with the impression that the anti-abortion movement
was losing ground to the pro-choice foizes.

With the exception of one newspaper, coverage of the gay rights march was not
seriously plagued by selective emphasis. The march had two primary purposes: to call
for an increase in AIDS funding and to demand civil rights for gays and lesbians. The Los
Angeles Times and the Dallas Morning News devoted roughly equal attention to both
causes, while the New York Times gave greater emphasis to the civil rights issue. The
Chicago Tribune , however, made no mention whatsoever of the civil rights issue. In
fact, 19 of the 26 paragraphs of the story did not pertain to the march at all. Rather,
most of the story emphasized the fight in Congress over AIDS funding, a topic which was
introduced by the following sentence: "Because AIDS is usually associated with
controversial sexual practices or narcotics abuse, the lobby has few public supporters
on Capitol Hill." By ignoring the civil rights angle, a mzjor element of the march, the
newspaper limited the definition of the cause to a struggle for AIDS funding. Thus, for
Tribune readers the issue issue at hand was reduced to an association with

"controversial sexual practices" that spread AIDS, and it had little to do with the
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protesting group's perception of denial of civil rights. In this case, selective emphasis
served to delegitimize the group by presenting it as a one-issue movement associated

with deviant behavior and a deadly disease.

Discussion

The results of this study support the hypothesis that the mass media offer
disparate coverage of social protest which corresponds to a group's threat to the
established social order. The marches examined were quite similar in that all three
were massive events designed to call attention to the groups' demands for legal rights,
and no march involved violence. Although the abortion rights march was larger than
both the gay rights march and the anti-abortion march (300,000, 200,000 and
200,000 respectively), all three were reported in the press as successful endeavors
and the largest demonstration each group had ever organized. Coverage of the abortion
rights march, however, was much more prominent, more attentive to causes and more
po§itive in its characterization of the event and its participants.

The media clearly judged the pro-choice march as more newsworthy than the
other two. In addition to printing more than twice as many stories about the event, all
four newspapers ran stories on the day before the march, providing valuable pre-march
publicity which may very well have encouraged a greater turnout. In addition, all four
carried front-page stories on the day after the pro-choice march. Only two newspapers
carried front page coverage on the day after the anti-abortion march, while three
printed day-before stories. The gay rights march was given front-page day-after
coverage by three newspapers, but no coverage on the day before the march.

Greater attention was also paid to the causes underlying the pro-choice march.

The newspapers examined included a total of 169 causes for the pro-choice march, 81
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for the anti-abortion march, and 62 for the gay rights march. By treating the pro-
choice event more substantively, the media provided it with a greater degree of
legitimacy than it did the other two marches. The media also characterized the pro-
choice march more positively than it did the other two. Although the difference was
statistically significant only for non-attributed characterizations of the pro-choice and
the anti-abortion marches, for all newspapers except the New York Times,
characterization scores were higher for the pro-choice event than for the other two
marches.

While the results of this research offer evidence of disparate coverage of social
movements, it is difficult to establish causality in such a study. Operationalization of
the independent variable (threat to the established social order) measured general
public opinion, and while this is an indicator of the general social climate, it has never
been proven that the media purposively consider public opinion when deciding what news
events to cover and how to cover them. In further research involving analysis of media
hegemony, it will be necessary to to develop more sensitive definitions and measures of
threat to the established social order/status quo. Shoemaker's (1984) study of media
coverage of deviant political groups, for example, measured the attitudes of journalists
and editors toward the groups studied. Such an approach offers a more direct link to
those who make decisions concerning the newsworthiness of events and how they should
be covered.

While the results of this study supported all four hypotheses to some degree, the
greatest effects were, by far, on prominence. There are several possible alternative
explanations for the differences in prominence. The abortion rights march participants
included a number of political and Hollywood celebrities (celebrities attended the gay
rights march as well, but in fewer numbers), and this may have captured more media
attention. It is also possible that the issue of abortion rights could be construed by some

to be of import or interest to a greater number of Americans than the issue of gay and
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lesbian rights. However, the anti-abortion march, which addressed the same issue,
albeit from the other side, did not warrant coverage comparable to the pro-choice
march. Indeed, because of their similarity in terms of number of people affected by the
issue at hand, it is the differences in coverage of these two marches that offers the
strongest support for the media hegemony hypothesis.

It is more difficult to develop alternative explanations for the differences in
characterization and attention to causes. Of particular interest are the differences
between the newspapers themselves. The New York Times coverage of the events was
substantially different than that of the other three papers on these two variables; it was
the only newspaper which paid roughly equal attention, on average, to causes and
characterized equally positively all three events.

it is clear, however, that the coverage of the other three newspapers in the
sample differentiated between the groups. Attention was paid to causes for all events,
and overall characterization was positive, but more attention was paid to causes, and the
characterization was more positive for the abortion rights march, the least threatening
of the three. Such differences in media coverage significantly limit the effectiveness of
groups that engage in social protest as a means of informing and educating the American
public. And they also serve to limit the parameters of public discourse about social
issues. By ignoring, downplaying, or misrepreseﬁting massive protests such as those
organized by the anti-abortion and gay rights movements, the mass media effectively
function as agents of social control and actively engage in perpetuating the ideological

hegemony of the status quo.
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Abstract

Historically, broadcasters have had no way of charging
end-users for their programming, and thus little incentive to
produce or protect their property rights in local news
programming.

The 1976 copyright law revisions established a compulsory
license for cable to retransmit broadcast signals. Under
that licensing system, no value is placed on local broadcast
signals and license fee payment is required only for distant
signal importation.

The 1992 Cable Act requires cable systems to obtain
retransmission consent or to carry local broadcast signals.
It is an opportunity for broadcasters to share in cable's
subscriber fees. However, local stations will retain a share
of cable end-user fees only if they bring value to cable
systems in the form of locally produced programming.

Therefore, allowing broadcast stations greater property
rights in their programming could encourage greater community
service in the form of increased local news production.

More local television programming, long the goal of public
interest regulation, may ultimately be achieved through

granting local stations greater property rights in local news
programming.
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Newscasts as Property:
Will the Cable Television Act of 1992 Stimulate
Production of More Local Television News?

For nearly seventy years now, lawmakers have cast
around for the carrot or stick that would encourage American
broadcasters to produce more local news and information
programs. From the vague "public interest" standard of the
Communications Act to the almost comical precision of a list
of nineteen categories of community leaders whom broadcasters
were to interview in their ascertainment efforts, Congress
and the FCC have struggled to breathe into the commercial
world of American broadcasting the spirit of community
service.

It has never really worked. Despite cumbersome
application forms and perpetually raised eyebrows, in
practice the FCC has rarely given a license and even more
rarely denied a license renewal on the basis of local news
programming. So American commercial broadcasters have never
had a regulatory reason to treat local news programming as
anything more than a token, a symbolic exchange for the
privilege of a license.

Furthermore, historically there has been little
economic motivation for television stations to air much local
news and information. Traditionally, television stations
have survived only by maximizing ratings, not by
narrowcasting or niche marketing. Television is not a cost

efficient way for advertisers to reach narrow audiences.

Producing local news, as opposed to licensing syndicated
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Newscasts as Propertg
entertainment, may result in lower ratings at higher ‘costs.
Even if narrow audiences might be eager for more local news
and information, broadcasters have no physical connection to
their viewers. Television stations cannot charge end-users
for the privilege of watching specialized programming.

Programming.was the freebie that, in David Sarnoff's
early vision, would induce consumers to buy the radio music
box. The tangible box, of course, had value to the industry
as a product to be sold and to the consumer as a product to
be purchased. But the programming the box would be used to
receive was free as the air over which it was transmitted.

Even as broadcasting matured into a commercial medium,
local news and information, in and of itself, had no value to
the broadcaster or, for that matter, to the consumer.
Consumers' concern over the quality of local news programming
was minimal, as long as it was "free." Broadcasters, unlike
film makers, thought of air time, rather than content,.
as their product. Perhaps it is an exaggeration to say that
to commercial broadcasters programming is simply the stuff
that goes around commercial spots. But broadcasters'
copyright in local news and information, with no resale value
and no ability to generate revenue from end-users, has never
had much practical value as intellectual property.

Ironically, television stations' growing need to
diversify the sources of their income could be the force that
drives stations to produce more local news. Local news and

information may be the key to stations' profiting from their
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newly won control over cable's use of their programs.

Metheodology

This study will trace the history of the
broadcasters' battle to control cable's use of their signals.
It will examine the courts' early rulings on copyright and
cable retransmission and the FCC's attempts to provide
copyright substitutes in the form of protective regulations.
It will examine the 1976 revision of the copyright law,
providing a compulsory licensing system as a compromise that
gave a measure of compensation to program suppliers, but left
broadcast stations in the cold. And it will look at the
passage of the Cable Act of 1992, which for the first time
gave broadcasters the ability to control cable retransmission
of their signals. This study will examine the technological
and economic changes that have altered the relationship
between cable and broadcast. And it will consider ways in
which this shift in the law of intellectual property may
create a climate in which broadcasters have an economic
incentive to produce more (and more varied) local news.

The Burgeoning Importance of End-User Spending

Until the mid-1980s the American communications industry
(including television and cable, radio, recorded music,
newspapers, books and magazines and movies) depended almost
equally on advertising revenues and end-user spending
(Veronis, Suhler, 1991, p. 22). However, from 1985 to 1990,
end-user spending, driven largely by cable, compact discs and

VCRs, began to emerge as a significantly greater source of
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communications industry revenue than advertising spending.
During those years, the three media with the largest
increases in usage were basic cable, recorded music and home
video--all dependent largely on end-user spending for their
support (Veronis, Suhler, p. 13). From 1986 to 1990, the
compound annual growth rate of advertiser spending in all
communications industry sectors was 5.7%. By comparison, the
cémpound annual growth rate of end-user spending during that
sane period was 10.2% (Veronis, Suhler, p. 13). 1In 1985,
advertising spending and end-user spending were about equal:
Advertising spending accounted for some $63 billion and end-
user spending for just under $65 billion of the total $128
billion in communications industry revenue. By 1990,
advertising spending had increased to roughly $83 billion,
while end-user spending had soared to over $105 billion--over
56% of communications industry revenue. By 1935, advertising
spending is expected to increase to about $112 billion and
end-user spending to almost $151 billion a year. Thus, by
1995 end-user spending will account for over 57% of the total
communications industry pie (Veronis, Suhler, pp. 22-23). No
wonder that broadcasters, heretofore totally dependent on
advertising revenues, seek to find a way to capitalize on the
growing importance of ond-user spending.

Cable as a Consumer Service

Cable began not as an advertiser-funded medium, but as
a viewer-funded antenna service. Thus cable focused first on

its capability, because it is physically connected to its
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end-users, to charge end-users based on their perception of
programming value. Cable now enjoys a dual revenue stream
because it has become an advertising vehicle as well as a
programming service. But cable's ability to establish and to
maintain its dual revenue stream has grown from its ability
to collect payments from end-users based on the value of the

programming transmitted on the system. And end-user fees

remain the most important source of cable's revenue, with

subscribers spending over $13 billion for cable to

advertisers' $1.8 billion in 1990 (Veronis, Suhler, p. 88).
The battie between broadcast stations and cable

historically has been a battle not over property rights in

programming but over audience--the broadcaster's perceived
"end product™ to be sold to advertisers. Only as audience
eroded did broadcast stations view cable as a competitor
because of the ultimate effect that such erosion would have
on broadcasters' sole revenue stream--advertising. The

battle over programming copyrights has until recently been

between cable systems and national program producers and
suppliers. Broadcasters viewed audience share, not property
rights in programming, as the value to be protected from
cable.

Only after having lost the battle to keep cable
systems from fragmenting audiences are broadcasters coming to
view their programming as a valuable commodity for which
cable should pay a portion of the end-user fees generated to

a large degree by broadcast retransmissions. It is only now
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that the property right in local programming has begun to
take on a value to broadcast stations as a so.:ce of revenue
in and of itself. And it is only because of cable
retransmission of broadcast signals, which provides a
connection to consumers and a means of charging users for
programming, that broadcasters can begin to consider charging
viewers who want more local news.

Broadcasters and cable

During the FCC's freeze on television station
licensing in the late 1940s and early 1950s, community
antenna television systems (CATV) sprang up in small towns
still waiting for television (see, e.g., Phillips, 1972, pp.
7-8). Therefore, at first, cable television had no adverse
impact on broadcasters (Seiden, 1965, pp. 73-75). 1In fact,
if anything, cable systems increased broadcast audiences by
bringing signals to otherwise unreachable viewers (Staff of
Subcommittee of House Comm. on Interstate and Foreign
Commerce, 94th Congress, 2d Session, 1976, p. 33).

However, after a decade of symbiosis, cable began to
change. Viewers who lived in towns too small to support
more than one or two television stations began to subscribe
to cable to increase program choices with distant signals
imported by cable operators via microwave (First Report and
Order, 38 F.C.C. 683, 1965, p. 709). Viewers in large
cities were lured by the promise not just of better reception
of local signals, but also of alternatives to ordinary

broadcast fare (Lapierre, 1973, p. 91). By the 1960s,
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industry observers predicted that cable would one day bring
innovative new services, including two way communications.
Many broadcasters began to look at cable as a "real and
present danger" (Brown, 1969, p. 161).

Broadcasters feared they would have to compete for local
viewers with a competitor that did not have to pay for
programs (Jassem, 1973, p. 428). If cable systems imported
distant signals, audiences would be fragmented, and the
monopoly rate the local broadcaster could charge for
advertising would drop. A few broadcasters tried
unsuccessfully in court to hold off cable's "unfair

competition." (Cablevision v. KUTV, Inc., 335 F.2d 348 [9th

Cir. 19641]).

Broadcasters produced relatively little of their oun
programming, and most of what they produced--local news--had
no resale market. So cable retransmission of copyrighted
works was an issue primarily of concern to those who supplied
the movies and syndicated programs licensed by broadcasters.
The copyright holder's chances of selling its syndicated
programs to small market stations, at least at the price it
was accustomed to demanding for exclusive licensing, could be
substantially reduced if the programs already had been
retransmitted to the market from a distant station on a
microwave-fed cable system. It was program suppliers, not
broadcasters, who first sought to protect the value of their

copyrights from being diluted by cable retransmission.
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Fortnightly

Fortnightly Corporation operated CATV systems in
West Virginia, providing subscribers in small mountain towns
with signals from West Virginia, Pennsylvania and Ohio
television stations. It was CATV in its "historic" role,
distributing nearby signals to audiences whec would receive no
service otherwise. But the contracts between United Artists
Television, Inc. and the stations whose signals Fortnightly
retransmitted expressly forbade cable distribution of the
movies licensed for broadcast by the stations. 1In 1960
United Artists sued Fortnightly, seeking damages and an
injunction against the cable operator's continued

retransmission of copyrighted works (United Artists

Television, Inc. v. Fortnightly Corp., 255 F. Supp. 177

[S.D.N.Y. 1966]).

Fortnightly lost at trial and again on appeal (377 F.24
872 [2d Cir. 1967]). The cable industry entered into
negotiations with copyright owners (Cary, 1969, 157). Then,
surprisingly, the Supreme Court overturned the lower court
decisions. The Supreme Court decided Fortnightly was merely
a "passive beneficiary" of broadcasters' licensed performance

of copyrighted works (Fortnightly v. United Artists

Television, Inc., 392 U.S. 390, 399 [1968]). Only if

Congress changed the copyright law could copyright holders be
protected against "reception for profit" by cable (392 U.S.

at 401). Under the 1909 copyright law, cable systems
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performing in their "historic role" had an implied-in-law
license to retransmit works already licensed to broadcasters

(Comment, 19 Buffalo Law Review 65, 1969, p. 79).

Teleprompter

1f cable systems performing their "historic" role were
not infringing copyrights, what about large systems providing
more than local antenna service? BAnother copyright suit had
been brought against the nation's largest multiple cable

system operator, or MSO, while Fortnightly was pending in the

same district. ARfter an unsuccessful attempt to consolidate
the two cases, the parties in the other case, Columbia

Broadcasting System, Inc. V. Teleprompter Corp. (355 F.

Supp. 618 [S.D.N.Y. 1972]) had agreed to a stay peuding a

final disposition of Fortnightly.

Five of Teleprompter's many cable systems had been named
defendapts in the complaint. The named systems were in
communities as diverse as Rawlins, Wyoming and New York, New
York. The courts were asked to decide whether the
differences in the size and nature of Teleprompter systems,
much more diverse than Fortnightly's, transformed the larger
Teleprompter into a "performer" under the 1909 copyright law.

Unlike Fortnightly, Teleprompter originated some of its
own programming, rather than simply retransmitting broadcast
signals. It sold advertising on those channels. It
interconnected with other companies to market special events
in theaters, via closed circuit transmissions. 1Its systems

made varying uses of microwave links to import programming
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from distant markets to many of their cable systems (355 F.
Supp. at 621-24). - Would any of these factors lead the courts
to decide that retransmission of broadcast signals by a
company such as Teleprompter was a copyright infringement?
The trial court said noc. However, the Court of Appeals
found that importing distant signals was "performance," and a
copyright viclation, since it brought viewers copyrighted
material they could not otherwise receive even if they built
their own antennas (476 F.2d 338, 349 [24 Cir. 1973]). Then
the Supreme Court proved as conservative as the Court of
Appeals had been "imaginative'" (415 U.S. at 416 [Blackmun,
dissenting]). It found no "copyright significance"” in
Teleprompter's distant signal importation.
Even in exercising its limited freedom to choose
among various broadcasting stations, a CATV operator
simply cannot be viewed as "selecting," "procuring,"
or "propagating” broadcast signals as those terms
were used in Fortnightly . . . . The electronic
signals it receives and rechannels have already been
"released to the public" even though they may not be

normally available to the specific segment of the
"public served by the CATV system (415 U.S. at 410).

In short, whatever the size or nature of the cable operator,
under the 1909 statute it did not infringe a copyright merely
by retransmitting broadcast signals. '"Broadcasters perform.
Viewers do not perform." (415 U.S. at 410) Neither did
cable. Like home viewers, cable systems merely "received."
The Supreme Court's characterization of broadcasters'
"releasing their programming" to the public no doubt
reflected the lack of importance broadcasters attached to

protecting their copyrights in local programs. Just the
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opposite, the value of broadcast programming was in fact in
its ability to be received free of charge and without
subscription by anyone with a television set. At the time

of the Fortnightly and Teleprompter decisions, local

television news had not evolved into the profit center it was
later to become. Nor did most broadcasters envision the
viability of all-news radio and CNN 24 hours a dzy in the
fragmented media market that would evolve in the decades to
come. Even if they had, television, unlike radio and cable
services, plays a ratings game in which local news has a
growing, but limited, draw (Fowles, 1992, pp. 180-81).

The guestion of whether distant signal importation
reduced the resale value of programming was relegated to a
footnote in both the Court of Appeals and Supreme Court

Teleprompter opinions. The Supreme Court felt that findings

of fact concerning losses to copyright owners would be of
"little relevance." It presumed that broadcasters whose
signals were picked up for cable retransmission in distant
markets would be compensated by advertisers for distant
viewers and would in turn pay copyright owners more for the
programs they were licensed to exhibit (415 U.S. 413, n 15.)
The Court of Appeals had noted that while no evidence of
losses to copyright owners had been produced at trial,
"common sense would impel one to an opposite conclusion" (476
F.2d at 342, no. 2). The courts showed no inclination
whatsoever to consider the possibility that cable (the

question of its impact on program resale to broadcasters
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aside) might represent an additional source of revenue to
copyright holders.

The idea of economic loss to broadcast stations as a
result of cable's infringement of their property rights in
local programming, as one reads the Supreme Court's
characterization of broadcasting as a process of "releasing"
programming to the public, would have seemed to broadcast
stations, program suppliers and cable systems alike an
absurdity. If broadcast stations took an interest in the
copyright issue, it was because they saw the prospect of
cable systems being forced to negotiate with syndicators for
the right to import distant signals as the death of distant
signal importation--a means of nipping the threat of audien